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Air Force Survey 
Near Seattle Stirs 
Tempest in Coffeepot 


SEATTLE, July 27—The use of 
a commercial brand of coffee as 
one element in a bit of academic 
research into the communication 
of ideas produced a local tempest 
here this week. What made things 
rough was the use of Air Force 
funds to underwrite the research. 

The project was to test the value 
of air-borne leaflets in spreading 
information during an emergency. 
It was financed by the Air Force 
and conducted by the University 
of Washington's public opinion 
research laboratory. The Ajr 
Force recently signed a $300,000 
three-year contract with the lab- 
oratory for a series of studies. 

The Air Force wanted to know 
how fast ideas are spread from 
leaflets dropped on civilians, what 
percentage of people are reached 
and how wide an area is covered. 


e As one test, the laboratory 
picked the small nearby city of 
Issaquah. Using a private plane, 
it dropped leaflets a few days ago. 
The test was to find how quickly 
people acted on information in the 
leaflets. In order to provide in- 
terest, the laboratory wanted} 
some gift or reward to those who 
acted. Officials of the laboratory 
talked this over with Pacific Na- 
tional Advertising Agency, try- 
ing to find a product worth about 
$2 that might be used. Finally cof- 
fee was hit on, and Lang & Co., 
Seattle, producer of Gold Shield, 
agreed to donate the necessary 
amount, approximately 600 
pounds. 

The day before the leaflets were | 
dropped, 20% of the households | 
were told of a new slogan for the | 
coffee—a slogan coined by the} 
laboratory solely for this test. The | 
slogan: “Gold Shield coffee, as | 
good as gold.” 


s Then the leaflets fell—30,000 | 
of them, in black and yellow. They | 
read: “What is the slogan? One 
out of every five housewives in 
Issaquah knows the new Gold} 
Shield coffee slogan. If you know | 
it when we call at your house} 

(Continued on Page 51) 
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‘Voice’ Budget 
Attack Stopped 
in House Fight 


WASHINGTON, July 26—An or- 
ganized Republican effort to clip 
$15,000,000 off the budget of the 
Voice of America was beaten off 
today, largely because administra- 
tion leaders were able to show 
that the Voice is using skilled per- 
sonnel. 

Rep. John J. Rooney (D., N. 
Y.) pointed out that the entire op- 
eration is now managed by Thur- 
man L. Barnard, executive v. p. 
and director of merchandising of 
Compton Advertising, who took 
an 80% salary cut to accept the 
State Department call. 

Rep. Rooney mentioned Mr. Bar- 
nard after Rep. William H. Ayres 
(R., O.) chided the department 
for planning to spend $1,312,100 
for program evaluation services. 


e “If the creativeness and ingenu- 
ity of the advertising and promo- 
tion men of America were used, it 
would not be necessary to spend 
thousands of dollars to evaluate 
their work,” Rep. Ayres snapped. 


|“The results would be known im- 


mediately.” 

The House appropriations sub- 
committee, which Mr. Rooney 
heads, had already cut $30,000,000 
from the $115,000,000 sought for 
overseas information work. In op- 
posing a further cut, Rep. Rooney 
contended that the appropriations 
committee had made a careful de- 
cision. 

Debate on the Voice budget was 
a major feature of House action on 
the State-Commerce-Justice bud- 
get. Democrats accused Republi- 
cans of using speeches prepared 
by the Republican National Com- 
mittee. 

While Republican members did 
not reveal the source of their 
material, it arrived at the press 
gallery in mimeographed form on 
legal-size sheets which were clear- 


ly the product of a single mimeo- | 


graph. The messenger carrying 
them was believed to be the mes- 
senger of the Republican congres- 
sional committee, a special prop- 
aganda staff maintained by the 
Republican House leadership. 


e Rep. Rooney praised the im- 
provement in the Voice under the 
direction of Assistant Secretary of 
State Edward Barrett, former 
Newsweek executive. 

Noting that Rep. Ayres called 
for the introduction of advertising 
men to key positions, he contin- 
ued: 

“Apparently the gentleman does 
not know that the present general 
manager of the program, Mr. Thur- 
man L. Barnard, is a top-flight ad- 
vertising man who, in the past, 
had handled most of the advertis- 
ing of the Ford Motor Co. and for 
the Procter & Gamble Co. He has 
had psychological warfare expe- 
rience during the last war. Mr. 
Barnard, incidentally, took an 
80% salary cut in order to do this 
important work. 

“Incidentally, Mr. Barnard and 

(Continued on Page 51) 


One for the Money FTC's Lawyers Greatly Qutnumbered 
eit  _—«As Soap Ad Allowance Hearing Opens 
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~~ MERCURY =~ 


NEW MERCURY ADS—This full-page, 
four-color ad in Mercury division's sum- 
mer sales promotion drive, will appear | 
soon in The Saturday Evening Post, Time, | 
Newsweek and Life. The “2-way test’ | 
invites prospects to road test and budget 
test the Mercury. Kenyon & Eckhardt is | 
the agency. | 


Kellogg Corn Flakes | 


to Burnett; Others 
Remain with K&E 


Cuicaco, July 26—Kellogg Co. 
today switched its Kellogg’s corn 
flakes account from Kenyon & 
Eckhardt to Leo Burnett Co. 

Burnett already has Kellogg's 
Rice Krispies, Corn Soya, Corn 
Pops and Gold Medal spaghetti 
and macaroni. Kenyon & Eckhardt 
continues to place all other Kel- 
logg advertising, including All- 
Bran, shredded wheat, Pep, Krum- 
bles, the Kellogg Variety Package, 
and Gro-Pup dog food. 

The switch of corn flakes, how- 
ever, changes the relative Kel- 
logg billings of the two agencies 
considerably, since corn flakes 
carry the largest budget in the 
Kellogg line. Whereas K&E pre- 
viously had the bulk of the Kel- 
logg billings, the switch will 
bring the agencies about even, or 
perhaps tip the scales slightly in 

(Continued on Page 54) 


Westinghouse Gets 
Coveted Rights to 
Football Telecasts 


New York, July 27—Westing- 
house Electric Corp. bested a field 
of at least four competitors to 
walk off with television sponsor 
rights to the National Collegiate 
Athletic Assn.’s approved college 
football schedule for TV. The net- 
work, or networks, for this b&w 


| video coverage will be announced 


later. 

Among the also-rans was Atlan- 
tic Refining Co., longtime radio 
sponsor and recent video backer of 
college gridiron games. Others re- 
portedly in on the bidding were 
NBC, DuMont and Chevrolet. 

Westinghouse also is believed to 
be CBS-TV’s best prospect to spon- 
sor the more extensive schedule 
of college contests which NCAA 
is making available for color TV. 


@ Starting Sept. 22, Westinghouse, 
through Ketchum, MacLeod & 
Grove, will carry on monochrome 
video a series of seven games to 
be selected by the association later. 
The advertiser will talk price with 
each college, but no team may 
appear more than twice in the 
schedule. The company is said to 
have contracted to pay a minimum 
of $542,000 for rights to the series. 
Details of the plan for controlled 
coverage of collegiate football still 
are being worked out. At present 
the ten-week schedule shapes up 
like this: 
Two Saturdays—National net- 
work coverage of a selected game. 
Two Saturdays—Regional cover- 
age (east, west, etc.) of a different 
game of particular interest to each 
region. 
Two 
(Continued on Page 54) 


Last Minute News Flashes 


McCabe Becomes General Manager of ‘Newsweek’ 
New York, July 27—Gibson McCabe, for the past four years adver- 
tising manager of Newsweek, has been promoted to general manager 
of the magazine, T. F. Mueller, publisher, said today. Arthur Windett, 
formerly director of advertising services, will fill Mr. McCabe's posi- 


tion. 


GE Budgets $400,000 for New Vacuum Cleaner 


BRIDGEPORT, CONN., July 27—General Electric Co. will spend $400,000 
between September and December to promote a new canister type 


swivel-top vacuum cleaner, which 


will be introduced consumer-wise 


with full-color double trucks in The Saturday Evening Post, Sept. 8, 
and Life, Sept. 10. Also scheduled are color pages for these magazines 
plus Good Housekeeping, pages in two business papers, mention on the 
Garry Moore TV show, and newspapers and radio spots on a co-op 
basis. Headline for the unnamed cleaner reads, “The only vacuum 
cleaner in the world to bring you reach-easy cleaning.” Young & Rubi- 


cam, New York, is the agency. 


Eldridge Named GF Marketing Head 


New York, July 27—General Foods Corp. will announce the elec- 
tion of three new v.p.s Monday: Clarence E. Eldridge, who becomes 
v. p. in charge of marketing; L. E. Waterbury, formerly secretary and 
general counsel, who will retain those duties; and George Hampton, 
former operations manager, who will head four GF divisions. Mr. El- 
dridge, former Young & Rubicam v. p. and plans board chairman, has 


been with GF since 1939, most recently as an operations manager. He 
takes over the marketing responsibilities held by Charles G. Mortimer 


before the latter was promoted to an operations v. p. 
(Additional News Flashes on Page 55) 


| almost 


Saturdays—Inter-regional 


New York, July 26—Two Fed- 
eral Trade Commission attorneys 
came into court today for the sec- 
ond day to face a room occupied 
entirely by counsel and 
personnel for Procter & Gamble, 
Lever Bros. Co. and Colgate- 
Palmolive-Peet Co. as the com- 
mission resumed hearings on its 
latest complaints against the “big 
three” soap companies. 

This time the hearings involve 
two new complaints. The compa- 
nies are alleged to have shown 
preference in giving advertising 
rebates to chain groceries and in 
having charged higher prices to 
smaller stores (AA, May 14). 

(FTC's original complaints 
against the three were issued in 
October, 1948, and involved price 
adjustments, the FTC alleging that 
the soap makers gave rebates on 
inventories only to large customers 
which warehoused stock and 
should have given price adjust- 
ments to other clients. In May this 
year, the issue was broadened to 
cover the companies’ advertising 
allowance practices.) 


e The complaints against the three 
companies are being tried jointly 
in order to facilitate proceedings, 
but the session so far has been 
concerned with Procter & Gamble 
and the Procter & Gamble Distrib- 
uting Co. Counsel for all three 
companies are present in court and 
occasionally attorneys for the 
other two companies take part in 
the proceedings. 

The two FTC men, Trial Attor- 
ney John York and his assistant. 
Ralph J. Culver, face a combined 
group of some 15 defense attor- 
neys, and the value of their collec- 
tive minds was much in evidence 
as the hearing got under way. 

First witness was Richard 
Groezinger, employed by the 
Great Atlantic & Pacific Tea Co. 
as assistant office manager of the 


| Bronx and Brooklyn units. Aided 


| pending 


by Mr. Groezinger’s identifications 
—and over the objections of Brig. 
Gen. Kenneth C. Royall, counsel 
for Procter & Gamble—Mr. York 
entered various exhibits. Included 
were A&P purchase orders for 
P&G products during 1950 and 
1951 and copies of the advertising 
contracts between A&P and the 
P&G Distributing Co. during that 
period in specified areas, as well 
as contracts made by A&P with 
local newspapers for the advertis- 
ing of P&G and other products. 


s The P&G advertising agreement 
—a standard form—showed that 
the P&G advertising allowance 
ranged from 9¢ to 20¢ a case, de- 
on the particular soap 
product advertised and the amount 
and type of advertising which was 
taken. Minimum advertising re- 
quirements and display space are 
a part of the agreement. 

At the close of the morning ses- 
sion, Mr. Royall told Trial Ex- 
aminer Earl J. Kolb that his client 
felt that the time consumed in 
examination and cross-examina- 
tion in order to get the above ex- 


(Continued on Page 51) 
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Form 44-Station Radio Sales 
Group in the Upper Midwest 


Upper Midwest Broadcasting 
System, a regional sales group of 
44 radio stations in Minnesota, 
Wisconsin, North and South Dakota 
and upper Michigan, has been 
formed with headquarters at 933 
Northwestern Bank Bldg., Minne- 
apols 

Group rates have been estab- 
lished for the system, and there 
are no basic required stations. 
President of the network is Or- 
ville Lawson, formerly head of 
his own representative concern 
Sales manager is Loren Sorensen, 
former Minneapolis radio adver- 
tising executive. 


Buys Part of Wisconsin Paper 


The family of A. Matt Werner, 
associate editor of the Press, 
Sheboygan, Wis., has purchased 


the interest in the paper held by 


Charles E. Broughton, president 
and editor. Mr. Broughton sold 
his interest because “of differ- 
ences with the newspaper guild 
over the negotiations which re- 
ulted in aé_econtract§ recently 
signed.” 


Dial Shampoo 
Expands After 
New Orleans Test 


Cuicaco, July 25—Dial deodor- 
ant shampoo, a companion to 
Armour’s Dial deodorant soap, was 
launched here and in Milwaukee 
today with full-color newspaper 
ads. 

The shampoo, which is sprayed 
on, was tested first in New Orleans 
and will receive a market-by-mar- 


ket introduction until national 
distribution is reached. 
“Dial deodorant shampoo im- 


mediately became one of the top 
brands in New Orleans, and our 
share of the market was far above 
expectations for the test,” D. 
Whiting, ad manager of Armour 
& Co.’s soap products, told AA to- 
day 

Ad schedules emphasize news- 


Following the 


papers. 
color page in the Chicago Tribune, 
the Chicago Daily News and Her- 
ald-American will carry 1,000-line 
b&w insertions, and pages will ap- 


opening 


pear in the Sun-Times in black 
and green—the bottle color. Next 
week, TV station breaks will be 
used, and half-pages in the Trib- 
une comics section will appear 
alternate Sundays. 


es After the initial four-color page 
in the Milwaukee Journal 
morning, the Sentinel will 
the Journal in carrying 1,000-line 
ads, and the Journal comics sec- 
tion also will be used every other 
week. Radio, rather than TV spots, 
will be aired there. Radio listeners 
in both cities will hear cut-ins on 
the “Dial Dave Garroway” radio 
show. 

Warm, humid February weather 
was one attraction that decided 
Armour on New Orleans as the 
test city; also its size—567,000— 
and relative isolation, which facili- 
tated tabulation of sales results. 
A store audit was made every 
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Jones looks like a king now that he’s selling the big 
lowa market through the Des Moines Sunday Register 


Some market you rule when you cover the prosperous state 
of lowa. And cover it you do through the Des Moines Sun- 


day Register! 


Three out of every four lowa families are delivered by it— 
city and farm folks who do most of lowa’s 2-billion-dollar- 
per-year big buying. You blanket the state, have 50% to 


100% family coverage in 86 out of the 99 counties . 


least 25% in the few others! 
Any way you look at it, that’ 
than most papers can claim in 


-.at 


s better statewide coverage 
a city! Very good reason, 


you'll agree, why advertisers put the Des Moines Sunday 


Register in number 7 position 


Sunday newspapers in general advertising linage. Milline 


rate only $1.76. 


in 1950 among all U.S.A. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 


Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles, San Francisco 


this | 
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NO OFFENSE—This four-color 
the 


Journal introduced the new Dial deodor- 
ant shampoo last Wednesday. 


> 


page in 
Chicago Tribune and Milwaukee 


third week by outlet classification 
drug, food and department 
stores. 

Advertising was similar to the 
current campaign. In addition to 
1,000-line, black-and-green inser- 
tions and smaller b&w ads in the 
Times-Picayune, Sunday comics, 
TV spots and cut-ins on the Gar- 
roway show were again included 
The suggested price of 67¢ was 


generally followed there, Mr 
Whiting said. 
e An _ unusual situation results 


from Armour's set policy of tying 
together Dial soap and shampoo 
in all ads. Since Foote, Cone & 
Belding, agency for Dial soap and 
most Armour advertising, also 
writes copy for Toni shampoos, 
Dial shampoo is being handled by 
John W. Shaw Advertising here. 

Of the Tribune color page this 
morning, Shaw wrote and laid out 
the top three-fourths, which was 
devoted to shampoo, and FC&B 
filled out the remaining quarter of 
the page for Dial soap. How com- 
missions were pro-rated was not 
disclosed. 

When asked about the consistent 
soap-shampoo tie-in, Mr. Whiting 
commented that letters from Dial 
soap users, who liked its deodor- 
izing feature for hair washing but 
found the bar inconvenient, pro- 
voked the idea for a Dial shampoo 
—an idea which took two years to 
realize. 


e It turned out that the associa- 
tion with Dial soap was the great- 
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est single advantage the shampoo 
had in the test, he said. And with 
renewed interest in the brand 
name and prominent display of 
both products together, Dial soap 
sales improved in New Orleans. 

One of the strongest selling fea- 
tures of Dial shampoo is its con- 
tainer—a plastic squeeze bottle 
that uniquely sprays the liquid 
and “gets to the hair roots,” ac- 
cording to Mr. Whiting. He said 
effectiveness of cream and jelly 
shampoos is hampered by diffi- 
culty in getting the preparation to 
the scalp. 

Although the subject is not 
stressed in ads, Mr. Whiting said 
the shampoo contains a lanolin 
derivative to counteract dryness 
produced by synthetic shampoos. 


@ Concerning distribution, Mr. 
Whiting concluded that there is 
no longer merely a trend toward 
marketing drug items through food 
stores-—that method is now estab- 
lished. With higher profit margins 
available on drug items, he esti- 
mated 90% of food stores now 
carry shampoo, “and it is one of 
the two highest, if not the highest 
selling drug items they have.” 


Druggists Will Meet to 
Study Fair Trade Ruling 

The National Assn. of Retail 
Druggists will hold a one-day con- 
ference Aug. 1 at the Morrison 
Hotel, Chicago, to discuss ways 
and means of overcoming the 
Supreme Court's fair trade deci- 
sion. 

Exchanges of opinions 
meeting are expected to clarify 
numerous matters involved in 
legislative procedures; and also to 


at the 


result in a plan to bring about 
enactment of an amendment to 


the Miller-Tydings Act to restore 
the non-signer provision of the 
state fair trade laws. 


Brown-Forman Distillers 
Names Lyons Brown Chairman 

W.L. Lyons Brown, president of 
Brown-Foreman Distillers Corp., 
Louisville, has been named chair- 
man of the board, succeeding his 
father, Owsley Brown, who has 
been named honorary chairman. 
George Garvin Brown II, execu- 
tive v. p. of the company, has been 
elected president. 


Moloney Names Duggan V. P. 

Thomas G. Duggan, assistant 
manager of the Chicago office of 
Moloney, Regan & Schmitt, pub- 
lishers’ representative, has been 
named a v.p. 


OUR READERS—engineers, scientists and technicians 
serving industry in laboratories, pilot plants and field 
experimentation crews—have a decisive voice in pur- 
chasing of products for use in laboratories, large-scale 
production, and the prototypes of tomorrow's develop- 
ments—being built in laboratories today. More alert— 
by nature, training and occupation—to application 
potentials than any other group in the nation, these 
key men in industrial progress direct to INDUSTRIAL 
LABORATORIES more than 12,000 inquiries, requests 
for more information on developments reported, every 
month! Present your products to this purchase influence 


group! 


dostal 1 erates 


201 N. Wells St. 


Chicago 6, Ill. 
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Family Circle continues to lead 
| all other monthly magazines in 
pages of food advertising 


FAMILY CIRCLE GAINS ANOTHER 14.7% PAGES 
OF FOOD ADVERTISING OVER THE FIRST 6 MONTHS OF 1950 


Proof of a magazine's value as a food advertising medium is the amount of 
space food advertisers continue to place in its pages. Family Circle was the No. | 
monthly food medium in 1950. It continues to be the leader for the first six months of 
this year. Here is the record: 


How The Top 6 Monthly Magazines Rate In Pages of Food Advertising* 


FURST 6 MONTHS 1951 = FIRST @ MONTHS 1950 © PAGES GAINED OF LOST %. CHANGE 


FAMILY CIRCLE 214.25 186.80 + 27.45 + 14.7% 
Woman's Doy 206.78 166.22 + 40.56 +244% 
Ladies’ Home Journal 146.45 182.45 36.00 19.7% 
Good Housekeeping 141.34 159.91 18.57 11.6% 
Woman's Home Companion 131.00 129.55 + 145 + 11% 
McColl’s 91.89 93.95 2.06 22% 


“Source Publishers Intormation Bureau inc 


Family Circle and Woman’s Day Gains Point Up Significant Trend 


To advertisers, the continuing gains of Family Circle and Woman's Day —both 
store-distributed magazines—have added significance when compared with the sub- 
scription-type magazines. 

FIRST 6 MONTHS 1951 FIRST 6 MONTHS 1950 PAGES GAINED OR LOST =, CHANGE 

Store-Distributed Magazines 421.03 353.02 + 68.01 +19.39% 

Sub: Type Mog 510.68 565.86 55.18 98% 


Family Circle and Woman's Day alone carried 421.03 pages of food advertising— 
82.4% as much as the 510.68 page total for the four other leading monthly magazines. 


Build Your Media List Around Family Circle...The No. 1 Monthly 
Magazine For Food Advertising...Where Every Impression Counts 


The facts above tell you that food advertisers are placing more and more pages 
of advertising in Family Circle. They know that the 3 million readers of Family Circle 
are all potential customers—all are housewives who shop in stores that sell their 
products. When they advertise in Family Circle, they know every impression counts. 

Family Circle is alive with reader interest. Nearly ‘4th of our 3,000,000 readers 
represent growth in the past year. Housewives step up and buy Family Circle every 
month at the checkout counters of 13 major grocery chains because it's edited to meet 
tieir homemaking needs. Half of Family Circle editorial content is service—helping 
housewives to cook better, run a more attractive home, raise healthier, happier children 
and be better citizens in their communities. These service features combined with 
other editorial—fiction, how-to-do-it, hobbies, travel and others—make Family Circle 
a necessity to more and more housewives every day. 

If your products are sold in the chain grocery stores that sell Family Circle, 
advertise in the magazine your customers buy. Advertise in Family Circle, where your 
every impression will count. 


National Or Sectional Coverage To Match Your Distribution Pattern 
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Additional Magazines Boost Ad Rates 


New York, 
magazines 
this week 

Two were Reader's Digest for- 
eign editions. Effective with the 
February issue, the Spanish edi- 
tion's b&w and two-color rates 
move up 10%; and in January the 
b&w rate for the Portuguese edi- 
tion will rise 9%, with the two- 
color rate increasing 6%. Higher 
circulation guarantees will be an- 
nounced for these editions. 

Capper-Harman-Slocum, Cleve- 
land, announced a boost of 10¢ a 


July 
announced 


27—Several 
rate hikes 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for ever 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 
RECENT 
BIRTH 
LISTS 


line for its Ohio Farmer, Michigan 
Farmer and Pennsylvania Farmer, 
as of Jan. 1. The new page rate for 
the Pennsylvania and Michigan pa- 
pers will be $998.40 as against the 
present $875. An Ohio Farmer page 
will increase from $959 to $1,075.- 
20 

Nation's Agriculture announced 
a page rate hike to $3,150, to take 
effect in February. The current 
rate is $2,925. 


e American Home raised a b&w 
page from $7,700 to $8,400 and a 
four-color page from $10,800 to 
$11,700. 

A page in Parents’ Magazine's 
Metropolitan New York edition, 
with its guarantee moving from 
100,000 to 110,000, will cost $645 
instead of $550 in January. Cost 
of an agate ‘ine will be $1.95, re- 
placing the current $1.75. Also in 


January, the Shopping Scout mail 
order section of Parents’ will raise 
its 23- and 7Tl-line rates from 
$220 and $650 to $240 and $710, 
respectively. 


Mercury to Lewis Agency 
Mercury Conveyor Inc., manu- 
facturer of aluminum and steel 
conveyors and pulleys, has ap- 
pointed Lewis Advertising, New- 
ark, N. J. A sales promotion and 
dealer campaign break this fall. 


WOW Appoints Beaumont 

Stations WOW and WOW-TV, 
Omaha, have appointed Beaumont 
& Hohman, Omaha, as their agen- 
cy, effective Aug. 1. Cole, Marsh 
& Associates presently handles the 
account. 


Robert Hall Names Weisenberg 
Robert Hall Clothes Inc., New 
York, has named Robert W. Weis- 
enberg advertising director. Pat- 
rick J. O'Neill will continue as 
newspaper advertising manager. 


Advertising Age, July 30, 1951 


Telling the Voter It's His Duty to Vote 
Is Wrong Way to Get Him to Vote: Dichter 


New York, July 24—The trouble 
with the American voter is, he’s 
been unsold. The solution: Sell 
him all over again. 

Anyhow, that’s how Dr. Ernest 
Dichter, the man who sees syn- 
dromes in stones and symbols in 
running brooks, diagnoses the sit- 
uation. 

The whole thing, the doctor 
says (Dr. Dichter is noted as a 
psychological consultant to adver- 
tisers), is that politicians must 
stop telling voters it is their duty 
to vote. Voting, says the doctor, 
must be sold “with the same tech- 
niques as national advertisers 
use.” 

This is the first of ten “com- 
mandments” Dr. Dichter has 
hatched to lure the voter into the 
polls. 


G out of 10 of your prospects 
read THE DENVER POST 


The Denver Post saturates its Retail Trading Zone, blankets the State 
of Colorado, and penetrates the entire Rocky Mountain Empire. 


CIRCULATION 
Daily 231,888 
Sunday 362,784 
Empire Magazine and 

comics 395,087 


A.B.C. Publisher's Statement 
September 30, 1950 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


PALMER HOYT foiTOR AND PUBLISHER. 


Represented Notionally by Moloney, Regan & Schmitt, Inc 


The second is that politicians 
must stop talking about how few 
people vote. This gives the non- 
voter an out, says the doctor, mak- 
ing those who vote feel self- 
conscious, making the non-voter 
feel he’s not the exception. Thus 
he sheds his “feeling of guilt” and 
continues as a passive observer of 
national politics. 

Thirdly, voting must become a 
pleasure. Dr. Dichter figures a 
city’s best radio, TV and show 
people ought to assist in glam- 
orizing the process of dropping 
the ballot. 


e Next, citizens who vote should 
.ell in interviews why they vote. 

Fifth, debates should be en- 
couraged to arouse interest in is- 
sues. Similarly, school children 
should visit with local officials 
before elections, helping to in- 
spire their parents. Election battle 
pages in newspapers will help. 
Better channels of communication 
between voters and officials will 
help (one city has free telephone 
calls to the mayor); development 
of town hall meetings for discus- 
sion of local issues will also help 
to make voters. 

The tenth commandment be- 
gins, “Take a tip from successful 
liquor campaigns” and goes on to 
suggest: “When you publicize that 
John Smith has switched to vot- 
ing, it makes thousands of others 
think that voting is a good idea.” 
Outdoor, newspapers, car cards, 
radio and TV should be used, he 
says. 

And Dr. Dichter can claim to 
know what he’s talking about: In 
1948 the city of Portland, Me., in- 
vited him in, and the application 
of some of his recommendations 
raised voting more than 33%. 


Ad Council Names Healy 

Robert E. Healy, v.p. in charge 
of advertising for Colgate-Palm- 
olive-Peet Co., has been named co- 
ordinator of the Advertising Coun- 
cil’s campaign for the American 
National Red Cross. In addition to 
serving as coordinator for the 
council's annual Red Cross drive 
next year, Mr. Healy is in charge 
of a special emergency Council 
campaign, requested by the Red 
Cross, to raise $5,000,000 in two 
weeks to aid flood victims in the 
Midwest. 


Princeton Takes First Ads 


Princeton Knitting Mills of New 
York, which recently appointed 
Ted Bernstein Associates as agen- 
cy, has begun the first ad cam- 
paigns ever run for Fluffnit and 
Ribanel fabrics. The present sched- 
ule includes b&w and color pages 
in Lingerie Merchandising and 
Women’s Wear Daily running 
through October. It is expected 
that newspapers, direct mail and 
co-op ads will be used in the fu- 
ture. 


USS Appoints Albert Pfeltz 


U. S. Steel Corp. has appointed 
Albert R. Pfeltz Jr. assistant man- 
ager of sales in the Cincinnati dis- 
trict sales office. Mr. Pfeltz has 
been with USS since 1936, most 
recently as assistant to the mana- 
ger of sales in the company’s New 
York district office. 


We're looking for the BEST 


publishers representative 


(not overburdened with too 
many other irons in the fire) 
to represent us, in an ad- 
vertising capacity, in 
each of these cities: 

York City 


oston 
Philadelphia 


San Francisco 
Angeles 


MULTI - MILLION - DOLLAR-A-DAY FIELD 
If you think you're our agency (trade paper 
experience) If you are used to earning ex- 
tremely liberal commissions — 
Grab that quill and drop us a line 
TRILANE PUBLICATIONS 
One Hudson St., N.Y.C. * WOrth 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 

of information . . . 


condition young 
minds to the realities 
of everyday living... 


increase their under- 
standing of science, 
people, literature, 
history, politics .. . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N.Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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NARTB, BAB Extend Membership 
Privilege to Additional Stations 


WASHINGTON, July 24—As a re- 
sult of an agreement reached by 
the National Assn. of Radio and 
Television Broadcasters and 
jroadcast Advertising Bureau, 
Stations which joined NARTB 
during April, May or June, 1951, 
or Which were formally consider- 
ing dual membership (in NARTB 
and BAB) during this period, have 
until Aug. 15 to avail themselves 


evered from coast to coast for 
advertising, editorial and research purposes. 


Write for booklet 


38 Pan RLACE, NEWARK 2 N. 


' 


of joint membership in the two as- 
sociations. 

When the NARTB board worked 
out the plan for a separate BAB, 
it was agreed that stations which 
were NARTB members as of April 
1 could also join BAB by author- 
izing a diversion of 30% of their 
NARTB dues to BAB. 


e The new agreement reached by 
Harold Fellows, NARTB presi- 
dent, and William Ryan, head of 
BAB, extends the privilege to 
stations joining NARTB within 90 
days after the April 1 deadline and 
to stations “which had under con- 
sideration with NARTB dual mem- 
bership during this same three- 
month period.” 

However, such stations must be- 


come joint members by Aug. 15, 
whereas stations which were mem- 
bers on April 1 have until March! 


31, 1952, to apply for dual mem- 
bership. 

The move is important primar- 
ily because NARTB and BAB cur- 
rently are soliciting memberships 
on an individual basis. BAB dues 
are a sum equivalent to one-half 
the hourly rate charged by the 
station on April 1, 1951. The 
| NARTB interim (July 1, 1951, to 
March 31, 1952) dues schedule is 
based on the 30% reduction voted 
by the board in April. 


Fred Dodge Joins NBC Radio 


Fred N. Dodge, formerly na- 
tional director of the trade ex- 
tension division of The American 
Weekly, has been appointed di- 
rector of radio network merchan- 
| dising of National Broadcasting 
Co., New York. 


Advertising Age, July 30, 1951 


Station KCMO Moves ‘ven tore 


at Height of Flood 


Kansas City, July 24—Station 
KCMO’s staff is just beginning to 
feel rested again after a three-day 
marathon broadcasting-and-mov- 
ing effort. 

The station used all available 
facilities to 
coverage of the recent Kansas 
flood, including telephone reports 
from on-the-spot newsmen; re- 
corded interviews with disaster 
workers throughout the area, and 
mobile telephone reports from 
crews which covered danger areas. 

As might be expected, storm 
and disaster coverage required an 
all-out effort. However, the sta- 
tion also was scheduled to move 
to its new quarters at the peak of 
the crisis—and did so, completing 


The best answer to ANA: 


Radio Beats 
Newspapers 
in 5 out of 7 
Los Angeles tests 


Advertising is not bought simply to be 


measured by Hooper, Starch, Pulse, Nielsen. 


bring people to merchandise and services. 
How successfully an advertising medium 
performs this function is the best measurement. 


the only real measurement of whether 


While the radio rate controversy was at its peak, 


six of the country’s 


They were making a series of Radio vs Newspaper tests in 
May, 1951 — when there were already nearly 800,000 
TV sets in Los Angeles County alone. 


Cn 


and the Continuing Study. 
Advertising is bought to 


it is overpriced or underpriced. 


Radio in Los Angeles. 


s largest retailers were testing 


Barker Bros. : 


cotton dress 


xk 


advertising. 


kk 


sets... 


In Los Angeles, 


number of people to the point of purchase in 5 


retailers, who, incidentally, 


real or imagined... 


These six retailers were using the now-famous 
ARBI method of checking results: An equal 
amount of money is spent on the same item at 
the same time in two or more media. 
Interviewers at the point of sale keep score on 
what brought the people to the goods. 


Radio brought a greater 


of the 7 tests these six retailers made. 

(Naturally, Radio’s total traffic for the seven tests 
was higher than newspaper traffic.) 

Radio was more effective for these major stores 
on the following items: 

Patio chair 

Bullock's Downtown: Woman's topper and 


Harris and Frank: Man’s suit 
Owl-Rexall Drug Co. : 
Sears Roebuck and Co.: 


Every Los Angeles, newspaper was used at one 


Sun glasses 


Refrigerator 


time or another in these tests. KFI ard one other 
station were used exclusively. 


We repeat: Advertising is bought to bring 
people to merchandise. 

And, 5 out of 7 times, Radio brought more 
buyers to the goods for these Los Angeles 


have two clearly- 


defined advantages in their newspaper advertising 
over every national advertiser: 

1, They buy newspaper advertising for approxi- 
mately half what the national advertiser pays. 

2. Their advertising, like all retailer copy, 
enjoys higher average readership than national 


Yet, despite the advantages to newspapers 
inherent in a check of retailer advertising . . 
despite Los Angeles’ high concentration of TV 
. despite any decline in radio audience, 


Radio outsold — by a wide 


margin — a major competing medium. 


This is the best answer we know to the 
suggestion that Radio is now overpriced in 
television markets. 


Qeatiny Sve. KFI 


NBC in Los Angeles ¢ 50,000 watts 
Clear Channel « 640 kilocycles 


' coverage, 


provide eyewitness | 


| sourcefulness by 


In addition to the regular AM 
Station KCMO-FM’s 
Transit Radio operation worked 
directly with local civil defense 
officials. Dispatchers sent buses 
and street cars to trouble spots 
and rerouted them around flooded 
zones via the FM operation. Bul- 
letins and evacuation news also 
was broadcast to passengers every 
quarter hour. 


KANSAS CITY MACY'S 
OFFERS FLOOD SERVICES 

Kansas City, July 24—Kansas 
City residents, particularly those 
who suffered in the recent flood 
and fire disasters, were com- 
mended for their courage and re- 
KC’s Macy’s in 
full-page newspaper ads last week. 

The store also used the ads to 
announce ten emergency and flood 
relief services which it set up 
“particularly for those who have 
suffered during the current emer- 
gency, and for those who may find 
it difficult or impossible to shop 
normally.” 

The services, which would be 
welcomed under any similar emer- 
gency conditions, include special 
credit extensions, no-down-pay- 
ment emergency accounts, recon- 
ditioning of flood-damaged mer- 
chandise on which a balance still 
is due, emergency layaway terms, 
expanded mail and phone order 
services, on-the-spot shopping 
service to speed shopping, checx 
cashing service, special delivery 
service for disaster victims and an 
emergency redistribution center. 


NESCO WILL REPAIR 
DAMAGED ROASTERS 

Cuicaco, July 26—Nesco Inc., 
housewares manufacturer, has of- 
fered to repair and recondition, 
free of charge, all of the company’s 
roasters which suffered damage 
in the recent Kansas City flood. 

In newspaper ads in Kansas 
City, the company suggested that 
those whose Nesco roasters were 
damaged by the flood need only 
return the merchandise to local 
Nesco dealers. “It is the least we 
can do to help those whose homes 
were damaged during the flood,” 
the copy declared. 

The company said that it is pre- 
paring to extend the same service 
to other flood-stricken communi- 


| ties if the need should arise. 


Bymart Promotes Two 

Hugh Smith, formerly field sales 
manager for Bymart Inc.’s Tin- 
tair, has been promoted to assist- 
ant sales manager, and Arnold A. 
Goldman, formerly midwestern 
divisional sales manager, replaces 
Mr. Smith. Both appointees will 
operate out of Bymart’s head- 
quarters in New York. 


Strouse Gets NARTB-FM Chair 

Ben Strouse, v.p. and general 
manager of Station WWDC-FM, 
Washington, has been named 
chairman of the National Assn. of 
Radio & Television Broadcasters’ 
FM committee. 


New... 
2 VAWEE! ADVERTISING 
gase” NOVELTY in the 


iF Magic Folder 


The Trickiest Most Useful Billfold 
Ever Offered 


AN INTRIGUING GOOD-WILL BUILDER 


Solves your “search” for a “different” 
name-imprinted novelty give-away. Magic- 
ally and mysteriously locks bills securely 
under cross straps—with ao quick ‘“‘turn 
over” of the Folder—sepoarates dollar bills 
from larger bills in a twinkling—oppears to 
change serial numbers from one dollar bill 
to another, each time the Folder is opened. 
Size 6%” x 3%” closed; pure virgin vinyl 


plastic; won't dull; outwears leather; a mod- 
ern replacement for the conventional wallet; 
for pocket or purse; color choices. Write 
today for quantity prices and circular. 
CHARMS & CAIN (mfrs.) 
407 $. Dearborn $t., Dept. AA-1, Chicago 5, Ill. 
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He’ 
usinessman . : 


He reads . 
UICK! & 
a 


as 
In private life, international tennis star on 
Billy Talbert is a husband and father, with a busy ae 
social life and an important position with the a 
Security Bank Note Corporation. Billy Talbert says: . BS 
66When you add a hobby like tennis to a busy job : 
and family, a fellow’s reading time is cut way 
down. That’s where Quick comes in—it gives me ; if i 
the week’s news fast, the way I like it, and I read ss 
it right through .99 
Easy to read, easy to carry Quick gets the news } 4 i: 
across fast ... and entertains too. That’s why more ns 
and more active men and women, people like a 
Billy Talbert, find Quick fits the pace of their busy 
lives. In Quick, advertisers can reach this concentrated 
audience of on-the-go people with frequency j 
and impact, at modest cost. . 
Learn in readers’ own words how Quick fits into : 
their lives. Ask for your copy of a new study by k 
researchers of a leading university. % 
ae 


GARDNER COWLES, EDITOR 


the pocket news magazine ns 
busy. people depend on ] 


CIRCULATION—MORE THAN 1,000,000 
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General Outdoor Elects 
Burr Robbins President 

jurr L. Robbins, executive v-p. 
of General Outdoor Advertising 
Co., Chicago, has been elected pres- 


ident, succeeding his father, Bur- 
nett W. Robbins, who has been 
named chairman. 

Both men have been with the 
company since its organization 


more than 25 years ago. The elder 
Mr. Robbins had been president 
since 1931. 


Mint Julep, Suh? 


: Down in the South theold mule 
aA" fast becoming legend, and 
grandmaw, puffing her corn- 
cob, is losing out to grandpaw, 
smoking Chesterfields. Prosper- 
ity is sweeping across the South- 
land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market ata 
lower cost-per-thousand than any other 
farm publication, Letterhead brings facts. 


SOUTHERN FARMER 
737 N. Michigan Ave., Chicago 11, Il. 


Rheem Leaves Foote, Cone; 
Appoints Campbell-Ewald 


Rheem Mfg. Co., New York and 
San Francisco, has named Camp- 
bell-Ewald Co., New York, to han- 
dle advertising on all its products, 
effective Aug. 1. C-E replaces 
Foote, Cone & Belding, which has 
served Rheem since 1947. 

Rheem's recent decision to make 
gas ranges and refrigerators pre- 
sented a conflict with the products 
of another client of Foote, Cone, 
presumably the Frigidaire divi- 
sion of Generai Motors. As a re- 
sult, a mutual decision was made 
to end the Rheem agreement on 
July 31. 


General Foods Boosts Garver 


Robert I. Garver, who joined 
General Foods last September as 
associate sales and advertising 
manager for the Certo division, 
has been appointed sales and ad- 
vertising manager. Previously, Mr. 
Garver had been an account exec- 
utive with Lyng Baker Inc. and 
Alley & Richards. He authored a 
book entitled “Successful Radio 
Advertising.” 


Hooper Tries to 
Revive Industry 
Ratings Test 


New York, July 27—C. E. Hoop- 
er this week moved to revive the 
project proposed a year ago by 
Stanley G. Breyer, commercial 
manager of KJBS, San Francisco. 

Prompted by the variance be- 
tween Hooper ratings and Pulse 
ratings for broadcasts in the San 
Francisco-Oakland area, Mr. 
Breyer at that time suggested an 
“impartial test’’ to see which was 
right. 

As a result, a test survey com- 
mittee, composed of representa- 
tives of agencies, advertisers and 
networks, was appointed to study 
the situation. Dr. Kenneth Baker, 
research director, National Assn. 
of Radio & Television Broadcast- 


ers, was named to head the group. 

Some months later the commit- 
tee reported to the industry, sug- 
gesting an over-al! evaluation of 
the methods used to measure ra- 
dio’s audience—since which time 
nothing further has been heard of 
the project. 


e Mr. Hooper sought to stir up 
interest in the subject by sending 
letters to the broadcasting com- 
mittee of the American Assn. of 


Advertising Agencies and to the} 


radio-TV steering committee of 
the Assn. of National Advertisers. 

Filling in the background, Mr. 
Hooper wrote: 

“One year ago Radio Station KJBS, 
San Francisco, set out to secure an ex- 
planation of the differences between the 
loca! audience measurements furnished 
by The Pulse and Hooperatings. 

“An advertisement by KJBS asked 
for one umpire, not two, behind the 
plate. It outlined a simple, workable pro- 
cedure 

“Out of it came the test survey com- 


mittee, with representative industry 
membership. We held high hopes of its 
potential contribution. 


“We gave the committee our complete 


more dials are turning to... 


more dollars are turning to... 


BOSTON — 50,000 WATTS 


We're not going 


into a long song and dance 


on “why WHDH is Boston's 
most productive radio station” 
... figures don’t lie, and here 
are some honeys! 


YEAR 7:00-9:35 


1947 | 1.75 


9.35-10:00 


2.07 


| PULSE OF BOSTON RATINGS January through April, 1947 vs. 1951* 


10:00-12:00 


2.83 


12:00-4:00 


2.74 


4:00-6:00 


2.44 


6:00-8:00 


2.25 


8:00-10:30 


1.77 


10:30-12Md 


1.07 


1951 | 3.43 


5.17 


4.60 | 4.03 | 5.41 


4.53 


2.78 | 1.99 


_ COST PER THOUSAND PER ONE-MINUTE SPOT* 


1947 |$1.14|$ .97 


$ .99|}$ 73|$ 82 


$1.11 


$1.41 


1951 $ 59 $ .45 


$ .59|$ .50/$ 56 


$ .60 


$ 79 


PERCENTAGE INCREASE IN 
NATIONAL SPOT BILLING, 
1947 vs. 1950 


ge 


304.8% 


*FOR FURTHER DETAILS SE 


the Boston station with the “winning 
personalities” 


50,000 WATTS 


—E YOUR JOHN BLAIR MAN 


BOB CLAYTON 


* 850 ON THE DIAL 


BOB DELANEY 


REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 


CHRIS EVANS 


RAY DOREY 


a 


i 9 


KEN & CAROLINE 


2 


FRED B. COLE 


JOHN DAY 


, 


CURT GOWDY 


<a re ge 
Advertising Age, July 30, 1951 


cooperation, many days of our time and 
much material for analysis. We offered 
financial support We withheld from 
otherwise indicated competitive activity 
during its deliberations 

“The test survey committee made a 
recommendation, which no one adopted, 
and disbanded. An effort came to naught 

“A few weeks ago Pulse released a 
pamphiet, ‘Evaluation of the Telephone 
Coincidental Method of Audience Meas- 
urement.’ It contains unsupported, and 
we believe unsupportable, claims that 
the coincidental ‘underestimates’ the size 
of the audience 

“This attack by Pulse has prompted 
us to answer. The enclosed booklet, ‘A 
Primer of Audience Measurement,’ makes 
unsupported, but supportable, claims to 


the coincidental’s accuracy. But it also 
| includes what I believe you will con- 
| sider supported statements, that Pulse 


inflates the audiences of weak programs 
and stations, at the comparative expense 
of strong. 

“The lines are sharply drawn 
between the two organizations. The con- 
clusions arrived at in the two booklets 
are contradictory. Obviously, both cannot 
be true 

“The publication of the two booklets 
provides the awaited opportunity for 
needed official clarification of the reasons 
for the differences between the ratings 
furnished by these two particular organ- 
izations, Pulse and Hooper.” 


now 


@ Mr. Hooper called for “action 
now,” as follows 

“With the two published state- 
ments in hand, plus supporting 
data from both organizations, the 
procedure is simple: (1) observa- 
tion by competent judges of the 
field work as normally conducted 
by both organizations; (2) empiri- 
cal analysis of supporting data 
and validation of supportable 
statements made by each organi- 
zation.” 

Observers feel it is unlikely the 
Hooper appeal will get prompt 
action. The letter, which was dated 
July 10 and released to the press 
in mid-week, has not elicited a 
reply from Batten, Barton, Dur- 
stine & Osborn’'s Frank Silvernail, 
chairman of the Four A’s com- 
mittee, or from Procter & Gam- 
ble’s A. N. Halverstadt, head of 
the ANA group. 

The two chairmen are not ex- 
pected to answer Mr. Hooper until 
their committees meet. Neither 
meeting is scheduled until Septem- 
ber, or late August at the earliest. 

Meanwhile, Dr. Sydney Roslow, 
director of The Pulse, defended 
the work of the test survey com- 
mittee, which he believes has set 
the stage for a series of experi- 
ments that would help clarify the 
confusion. 


‘Indianapolis Star & News’ 
Names Charles Lord Ad Head 


Charles B. Lord has been ap- 
pointed advertising director of the 
Indianapolis Star & News ef- 
| fective Aug. 1. 
|Mr. Lord will 
resign as assist- 
ant advertising 
director of the 
| Detroit Times in 
order to accept 
his new post 
Prior to moving 
to the Times as 
retail advertis- 
ing manager in 
1937, he joined 
the retail staff of 
the Omaha Bee 
News in 1931, going from the 
Omaha World-Herald. 


Charles B. Lord 


Miller Goes to JWT, Mexico 


William Miller, with J. Walter 
| Thompson Co. since 1948, has been 
appointed manager of the com- 
| pany’s Mexico City office. 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beoklet Ne. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 

let also c ins some i ing 
information about our method of han- 
dling clippings. Booklet Ne. 50 “ Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 
BACON’S CLIPPING BUREAU 
Business Papers @ Farm Publications 

Consumer Magarines 

Chicago 4 


343 So. Dearborn St 
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To the Minneapolis Star and Tribune in 
recognition of their intelligent management 
and editing, which accept fully the responsi- 
bilities of modern journalism; their devotion to 
projects of wide community service, especially 
to programs for the study of world affairs, and 
their continuous and sincere efforts for fairness 
in both news and opinion. 


What makes a newspaper great? 


Following is a partial list of the 
more than 200 special awards and 
honors, covering almost every field of 
newspaper endeavor, received by the 
Minneapolis Star and Tribune and by 
individual staff members of these Upper 
Midwest newspapers during the past 
four years: 


UNIVERSITY OF MISSOURI HONOR 
AWARDS—2 for distinguished service 
to journalism. 


PULITZER PRIZE for distinguished 
reporting of national affairs. 


RAYMOND CLAPPER AWARD for 
outstanding Washington reporting. 


1 first 


SIGMA DELTA CHI AWARDS 
place, 1 general citation. 


FREEDOM FOUNDATION AWARDS - 
2 honor medals. 


NATIONAL SAFETY COUNCIL — 2 for 
service to safety. 


EDITOR & PUBLISHER PROMOTION 
AWARDS 3 first places, 6 merit 
certificates. 


MINNEAPOLIS CHAMBER OF COM- 
MERCE Minneapolis Award for service 
to the city. 


MINNESOTA EDITORIAL ASSOCIATION 
Good Neighbor Award 


OTHER EDITORIAL AWARDS — more 
than 70 received in national and 
regional newspaper competitions, in- 
cluding 28 first place awards. 


PHOTOGRAPHIC AWARDS more 
than 80, including 19 selections for 


the University of Missouri-Britannica 
News Pictures of the Year. 


HONORS, APPOINTMENTS, FELLOW- 
SHIPS earned by Minneapolis Star and 
Tribune staff members —17, including 
an appointment as U. S. representa- 
tive on the UN committee to draft 
convention on World Freedom of 
Information, and a presidency of the 
Washington, D. C. Gridiron Club. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


615,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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WOQAR’s Ratings and Sales Up, Indicating 
Video Is No Substitute for Good Music 


New York, July 26—Television 
is no substitute for good music, ac- 
cording to Elliott M. Sanger, ex- 
ecutive v.p. of WQXR, The New 
York Times radio station, which 
specializes in classical music and 
news. 

To prove his contention that the 
kind of radio fare offered by his 
Station “is not only holding, but 
increasing its audience,” Mr. San- 
ger cites Pulse findings for the last 
two years 

These figures show WQXR's 
daytime audience for the first six 
months of 1951 up 32% and its 


nighttime audience up 13% over 
the first six months of 1949. Ac- 
cording to WQXR, Pulse sets-in- 
use totals for radio generally in 
New York show a gain of 4% in 
the daytime and a loss of 22% in 
the nighttime for the same period. 


@ As an example of how the sta- 
tion is building its audience de- 
spite the toughest kind of competi- 
tion from television, Mr. Sanger 
calls attention to “Symphony 
Hall,” an hour program broadcast 
six nights a week from 8 to 9 p.m., 
EDT. This is the hour for Milton 


NOW- you can pinpoint your advertising to 
-- AMERICA’S ARMED FORCES 
spendable income than ever before! 


_ sell them, tell them-through 
ARMY and AIR FORCES BASE NEWSPAPERS 


W. B. BRADBURY CO., 122 EAST 42nd ST., N.Y 


MU 3.7595 


ee | eh Set iy 


THAT S AN ORDER, SON—Grapette Co., Camden, Ark., has scheduled this bulletin 
for August posting in the areas served by the company’s nearly 300 bottlers. 


It’s the third in a series of summer posters being 
& McDonald, Chicago, 


used by Grapette. Henri, Hurst 
is the agency. 


Berle, Arthur Godfrey and other 


stellar television attractions. The 
rating for “Symphony Hall” for 
the first six months this year 


averages 1.76, against 1.62 last year 

—an increase of 9%. 

And in the column that matters 
most to a medium, volume of bus- 
iness, the station also is holding 
its own, Mr. Sanger reports. Last 
year the station scored the biggest 


sales take in its 15-year history— 
an increase of 10.7% over 1949. 
At the six-month point, 1951 looks 
like as good a year as 1950. 


Zimmer Agency Names Marker 

Robert S. Marker, formerly with 
Griswold-Eshleman Co., Cleve- 
land, has been named an assistant 
account manager of Zimmer, Kel- 
ler & Calvert, Detroit. 


Fine layout, art and typography deserve 
the best in reproduction. The best in re 


production can come only from use ol 


the best in printing 


. . . ‘ . 
your printing need, there is a ( hampion 


paper to meet your requirements. 


papers. Whatever 


Whatever Your Super Putlem... Hts a Challenge te Champion 


AME 
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THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 
District Sales Offices in New York, Chicago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta, Dallas and San 
Francisco. Distributors in every major city. 
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‘Tampa Times’ Buys 
Nicholson’s Share 


TAMPA, FLA., July 25—David E. 


Smiley, president of the Tampa 
Times Co., owner and publisher 
of the Tampa Daily Times, has 


filed an application with the Fed- 
eral Communications Commission 
for purchasing of stock owned in 
the company by Ralph Nicholson. 
Mr. Nicholson publishes the In- 
dependent, St. Petersburg, Fla. 

FCC permission for the stock 
transfer, amounting to 5,000 shares 
totaling $825,000, is required since 
the company also operates Sta- 
tions WDAE and WDAE-FM here. 
Jefferson Standard Life Insurance 
Co., Greensboro, N. C., will pur- 
chase long term bonds of the com- 
pany in the principal amount of 
$700,000 part of the funding 
for the purpose. 

Mr. Nicholson and Mr. Smiley 
operated the paper together from 
1933 to 1941, when Mr. Nicholson 
took over the New Orleans Item 
as publisher. He sold the Item two 
years ago to the David Stern in- 
terests, and more recently acquired 
the St. Petersburg Independent. 


as 


Ad Manager Pease Gets 
Promotion at Telechron 


Edwin C. Pease, formerly ad- 
vertising manager of the Tele- 
chron department of the General 
Electric Co., Ashland, Mass., has 
been promoted to 
the post of mer- 
chandising mana- 
ger for both 
clocks and_ in- 
dustrial products. 
His duties now 
include advertis- 
ing, sales promo- 
tion and public 
relations. 

M. Joseph 
Dunn, formerly 
field sales man- 
ager for consum- 
er products, has been appointed 
clock sales manager. Donald E. 
Perry, formerly commercial engi- 
neer, has been named _ industrial 
sales manager, taking over from 
W. F. Greenwood, who has been 
recalled by the armed forces. 


Edwin C. Pease 


Arthur Grimes Named 
To McCann International Post 
Arthur L. Grimes has been ap- 
pointed associate director of the 
International division of McCann- 
Erickson, New 
» York. Mr. Grimes 
has been with 
the J. Walter 
Thompson Co. 
international de- 
partment for the 
past five years. 
With George 
H. Giese, director 
of the division. 
Mr. Grimes will 
work on man- 
agement matters 
concerning over- 
seas operations, as well as being 
in charge of the New York foreign 

department. 


A. L. Grimes 


Hosler Makes Staff Changes 

In keeping with reorganization 
plans, Hosler Advertising, Peoria, 
ill., has named T. R. Downes art 
director and Robert Flink assist- 
ant art director. R. F. Voss has 
been named an account executive. 
and Marjorie Olson has_ been 
named to head a newly created 
media division. 


Gfraphic 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10, 111. 
Whitehall 4-3450. 1-2 
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If you have occasion to call on an Iowa | 
farmer any time soon, don’t approach him 
with a song on your lips. 
the Good Old Summertime.” 
a Persian picnic, he might be more irritated 
than hospitable. 

For this, you see, is right smack-dab in the 
middle of Iowa’s busy season. 
(whether the sun shines or not), oats to har- 
insects and weeds to spray. 
hundred other chores, major and minor. 

Right now—to describe his situation some- 
what more clearly —a farmer is about like an 
production 
20-book schedule a week before closing date. | paper. 


SO YOU THINK YOU'RE BUSY 


This is the season of the 14-hour work day in Iowa 


With all the copy-wviters downstairs watch- 
ing the ball game on TV. 

But don’t—like some ad men—get the 
wrong idea. Iowa farmers may not like your 
summer singing, but they'll always take time 
to talk business. Because this is the busy 
season, farmers are keeping their eyes wide 
open for help in getting the job done. 

For proof, drop a line to Wallaces’ Farmer 
and lowa Homestead. Maybe we can open 
your eyes—and show you what’s wrong with 
the old notion that farmers don’t read articles 
and ads in summer issues of their state farm 


Especially not “In 
Like Atlee at | 


Hay to make 


Plus a 


man wrestling with a | 


Published by Wallaces’ 


Farmer and lowa Homestead . . . . 


Leading 


Farm Publicationin lowa . . . . Des Moines, lowa 


IOWANS ARE BIG 
BUTTER MEN 100 


They Squeeze 193 Million 
Pounds Each Year Out Of 
1,158,000 Contented Cows 

If someone said “hogs” you'd 
maybe think of Iowa. “Butter?” 
Probably not. Yet lowa is the fifth 
ranking dairy state in the land. 

Tops all eastern states but New 
York. Ail midwest except Wiscon- 
sin and Minnesota in amount of 
milk produced. 

Pour a glass of cold Grade A and 
iook at the figures: Iowa had 1,558,- 
000 critters the U.S.D.A. says are 
“cows and heifers, two years old or 
over, kept for milk.” These con- 
tented cud-chewers give (with care 
and coaxing) nearly 6 billion pounds 
of milk per year. 

With no New York City, Chicago 
or Los Angeles around, what hap- 
pens to lowa’s milk? Since most 
other liquids are taboo out here, we 
drink a lot of it ourselves. But 
mostly we’re big butter (and egg— 
but that’s another story) men. 

In 1950, for instance, lowa was 
the nation’s second-ranking butter 
state, with a production of 199,- 
870,000 pounds. Which will cover 
a lot of bread and leave little doubt 
as to which side it’s buttered on. 

What does all this mean to you? 
If you're selling milk buckets, fly 
spray, calf meal, milking machines 
or udder balm, we don’t have to tell 
you. If your line is any one of a 
thousand other items, it means a 
whopping $155,000,000 gross income 
each year to Iowa dairymen—who 
are, or could be, your customers. 


we 


Summer still is a mi: yhty busy season on lowa farms. 


16 hours a da ime was, though, when — were even tougher. 

htorks choppers, threshing 
saved. it also has meant more money for ane farmers, 
o o bieser market for the folks who make and sell the things those farmers need and want. 


tractors, pite and hayloaders for balers a 
zation has meant more than just time and labor 


fee | oe eee 


If you think Iowa farmers aren't as inter- 
ested in beef price rollbacks as you are, 
look ‘at these figures: Iowans last year 
took in nearly $630,000,000 from the saie 
of cattle and calves for meat. About 11 
per cent of the total U. S. farm income 
from that source. 


* a a 


lowa farmers last year squirted chem- 
icals on 1,500,000 acres to control 
weeds. In the process, they used up 
an estimated 800,000 pounds of 2,4-D 
and 2,4,5-T, the principal weed-killers. 


Dairying is no second-rate proposition in lowa. Between the Mississippi and Missouri, Missouri and Minnesota, 


farmers pull the nation's fifth largest number of teats. 
as a producer of creamery butter. 


And do it well enough to keep lowa in second place 


WALLACES’ FARMER 


i ag Pe eres 
Raa VOR Ea 
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It's not uncommon to find farmers workin 


USE OF JUICE 
JUMPS IN IOWA 


Finding a Kerosene Lamp 
These Days Like Hunting 
Proverbial Needle in Hay 


If you want a long, hard job, just 
try to find somebody in lowa reading 
Wallaces’ Farmer and lowa Home- 
stead by the light of a liquid-fuel 
lamp. Smoky kerosene and buzaing 
gasoline lights are pretty much a 
thing of the past. 


So completely electrified is the 
Iowa countryside now that the stat- 
isticians argue over decimal poimts. 
The lowa State Commerce Commis- 
sion says 201,500 of lowa’s 203,000 
farms had highline service fast 
January Ist. The USDA puts the 
figure at 199,500 as of the middlé of 
1950. And the 1950 Census of Agri- 
culture places the total at — 
185,000. 


- 12, 14, — 
a, See traded horses for 


For all practical purposes, count- 
ing the folks who have a highline 
within spitting distance but haven’t 
yet hooked on, all of lowa’s farms 
are or quickly could be equipped 

| with kilowatts. 

What some advertising men forget: | 
The figure that counts in a readership 
survey is the “Any This Page” score, 
not the score on your particular ad. 
The former shows the traffic you 
could have had—if your ad were good 
enough. Says Rusty Barnes, director 
of the Bureau of Advertising: “Good 
position can't be expected to offset 
poor advertising.” 


> + * 


More to the point is the amount 
of juice used by the average Iowa 
farm family. Latest census figures 
show average monthly electricity 
bills ranging from $15.07 in Black 
Hawk county down to $5.87 in Henry 
county. Average runs well above $10. 


To give you a rough idea as to 
what all those kilowatt-hours are 
used for, the Census Bureau reports 
that nearly 60 per cent of lowa farms 


Do Iowa farmers collect most of their cash 
income during one or two months of the 
year? Not by a long shot. Last year's 
$2.058,000,000 total went into pockets like 


this: January, 232 million; February, 145 have electric water pumps, 25 per 
ns = a —s — a cent have electric water heaters, 
million; May, 161 million; June, 141 mil- . 9 . 

. ore P 20 per ce ay 20 , 
lion; July, 162 million; August, 151 mil- a than pa cent have electric 
lion; September, 157 million; October, 190 milking machines, close to 30 per 


million: November, 
234 million. 


221 million; December, cent have electric chick brooders, 


15 per cent have home frezers, 84 


% & * 
—— per cent have electric washing ma- 
“Breakfast of Champions” is some- | chines. 
thing eaten down on 42nd Street? An ay ae ee ° . 
lowa State College survey shows that This is just the beginning. If 


you're interested in selling any kind 

of electrical equipment to lowa farm 

families, you can be sure the use of 

juice is jumping—and will keep right 
| on going up 


farm folks have a greater preference 
for breakfast cereals than do city peo- 
ple. Wheat cereals appear on 38 per 
cent of country breakfast menus, 24 
per cent in small towns, 18 per cent 
in cities. 
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America 


Advertising is Advertising is Advertising 
At 
number of 
side of the Atlantic ocean, told advertisers that what they want in ad- 


the recent International Advertising Conference in London, a 


British ladies, surprisingly like their counterparts on this 
vertising is more information, a lengthier cataloging of product fea- 
turés, and a more fulsome cataloging of the limitations as well as the 
virta 

It is our impression that, in part at least, this British demand for 
more product 
British advertising is still more posterish in content than American. 
Largely because of 
British 


appPoach than does American. 


of products 
information stems from the fact that, on the whole, 


space limitations due to shortages of newsprint, 
idvertising tends more toward the quick flash and the slogan 


Bgt the consumer notion that advertising should be a catalog of 
virtac 
of f@atures 
no~Baving so, 

Sach a presentation might be helpful or it might not; but it would 
certain! 


it Would make sense for a trial lawyer or a public prosecutor to mar- 


and shortcomings—a disinterested and unbiased recounting 
and lack of features—is a mirage, and there is no point in 
clearly and distinctly 
not be advertising. It would not make sense, any more than 
tial in partially ail the evidence in both directions; or for a preacher 
to fel! hi 
the other hand there are arguments against it; or for a political lead- 
er to 
wag dcbatable 
would 
A@vertising is a form of selling, and selling is persuasion, and per- 


suagion is 


some 


congregation that perhaps religion is a good thing, but on 


iy that his party planned a particular course of action, but it 


whether this was the right course, and the reader 


imply have to make up his own mind 
can ever sell 


by its very nature a matter of bias. No one 


one else anything—a product, a faith, a political philosophy, 


unless he is biased in its favor 


Yet pe 
achieve « 


ple who recognize that practically nowhere in life do they 
omplete impartiality, and who seldom expect or even wel- 


come 


such impartiality, seem still to be searching for it in advertis- 


ing 

In a sense, this is a striking tribute to the power of advertising, 
and the expresgion of a fear that advertising might conceivably lead 
some one to buy something he doesn't “really” want. There is, of 
course, this possibility, just as there is the possibility that the soap 
box orator may cause individual members of a mob to take action 


which they don't really want to take 
But 


to meet this argument head on, and to point out frankly and sincere- 


it is futile and infantile for advertising men and realists not 
ly that advertising is never going to be impartial and pure in the 


philosophical sense—because it just wouldn't be advertising under 


those conditions 


Keeping An Eye on the Ball 
Max Hess Jr 


town, Pa 


president of Hess Bros. Department Store, Allen- 
laid some basic promotion thinking on the line before the 
New York Sales Executives Club the other day 

The 


are not the kind that try to set themselves up as a substitute for ad- 


kind of public relations programs a sales executive needs 


vertising,”’ he said. “There is no substitute for direct advertising. 


The instant our advisers feel that basic advertising and sales pro- 
» of minor importance—that it’s more urgent to talk about 
vy than to advertise what it has to sell—that you should 
cut down on your advertising budgets to speak of other things—then 
I say such public relations are blind to their principal goal.” 

Mr. Hes 


éhandise; that public relations, employe relations, stockholder rela- 


believes that the way to sell merchandise is to sell mer- 


tions, prestige promotions are all worth while, but not as a substi- 
tute for advertising and selling the product. And we say, Amen! 


~‘Rear View Mirror’ 


Northwest Greyhound Lines 


‘Don't be a dope, Gertrude, he’s probably got a girl friend in every town.” 


What They're Saying 


Pretty Petty Stuff 

So the Federal Trade Commis- 
sion wants the American Tobacco 
Co. to stop proclaiming that Lucky 
Strikes are less irritating to the 
throat, protect against coughing, 
etc. and are preferred “two to one 
by the men who know best, the 
independent tobacco experts.” Just 
as it is already trying to force the 
makers of Camels, Old Golds, 
Philip Morris, Pall Malls, ete. to 
take phrases it doesn’t like out of 
their advertising. 

This strikes us as pretty petty 
stuff, an attempt to meddle in 
things which are, fundamentally, 
none of the FTC’s business, and 
which, if successful, would in the 
end be against the public interest. 

For we doubt greatly that any 
cigaret user takes much of the 
cigaret advertising that seriously 

Personally we never met anyone 


who ever walked a mile for a 
Camel or gave very much thought 
to the T-zone in his throat. Or 


said to himself “I'm giving myself 
a treat instead of a treatment” 
when he reached for an Old Gold. 
Or who studied the “puff chart” 
before saying “Pall Malls, please.” 
Or bought Philip Morris because 
they scratched less. Or was satis- 
fied beyond all words by Chester- 
fields. Or 
chalant as all get-out by Murads, 
etc. Or bought any one of numer- 
ous other brands because they're 
co-oo—ler or lo—odn-ger. 

It’s been our observation that 
personal taste and habit determine 
what cigaret most smokers buy— 
and that there are a lot of smokers 
who can’t tell from another 
blindfolded. 

But cigaret advertising, in all its 
varied, ingenious and_ original 
gambits is a part of the free enter- 
prise system. Cigaret buying would 
be a lot less fun if tobacco firms 
eventually (as the FTC apparently 
would like to see) are reduced to 
saying nothing except “Smoke 
(our brand) Cigarets” in their 
appeals to the public. Besides, look 
at the radio and TV shows that 
would have to find new sponsors. 

Joking aside, the drive on vigor- 
ously competitive cigaret advertis- 
ing is sponsored by the same bu- 
reaucratic zealots who want to 
stamp out all competition and 
socialize the American economy. 

They belong to the same breed 
of cats as the crew who hope ulti- 


was rendered as non- 


one 


mately to eliminate not only ad- 


vertising but also all brand label- 
ing, so that when the housewife 
goes shopping for a ham or a can 
of beans or a jar of salad dressing 
she will have nothing to guide her 
in choosing except a_ standard 
container, presumably holding a 
standard product and backed by 
nothing except the imprimatur of 
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_ Rough Proofs 


Time says that printing Ray 
Robinson's picture on its front 
cover wasn’t responsible for his 
losing the middleweight cham- 
pionship. Randy Turpin is under- 
stood to agree. 


e 
faces trouble again; 
* say a newspaper 


“Britain 
lack of money,’ 


| headline. 


It’s a general complaint. 
° 


The TV set manufacturers who 
sponsored the Walcott-Charles 
fight won the good will of mil- 
lions of their customers, even 
without a commercial after every 
round. 


Bill Stern, who announced the 
championship fight, has been trav- 
eling too much in literary circles, 
as he insisted on calling the new 
champion Woolcott. 


The main thing the critics of 
Sen. LeBlanc and Hadacol seem to 
have against him is that he be- 
lieves in advertising and makes 
it work. 


In current advertising Louella 


a federal bureau. And that bureau | Parsons describes Jane Russell and 


will have six times as many em- 
ployes as it needs and a request 
in the works for a bigger appropri- 
ation in next year’s budget. So if 


; 
| 


the ham, beans or salad dressing | 


are a few cents cheaper, the house- 
wife will simply find it added, 
with a lot more, to the income tax 
bite out of next week's pay check. 


Editorial in the Columbus Dispatch, 
July 2 issue 


Steel Industry Sets Record 

Last year the steel industry in 
the U. S. produced the staggering 
total of nearly 97,000,000 tons of 
steel, almost half the world’s pro- 
duction. 

The industry had grown to in- 
clude over 200 steel companies op- 
erating plants in 250 different com- 
munities, and represented a total 
investment of $6,756,200,000. 

It employed over 635,000 people 
in the production and marketing 
of steel. They received wages and 
salaries for the year totaling $2,- 
300,000,000. 


In producing 97,000,000 tons of: 


steel ingots the mills consumed ap- 
proximately 119,000,000 tons of 
iron ore, 92,500,000 tons of coal 
and 28,000,000 tons of limestone. 

Raw steel was processed and 
fabricated into a bewildering ar- 
ray of products. The largest item 
481,000-lb. casting for a 
forging press. One of the smallest 
was a steel ball .00256 of an inch 
in diameter for a lady’s selfwind- 
ing watch. 

Among the products made from 
steel] were: 8,000,000 automobiles 
and trucks; 6,200,000 refrigerators; 
692,000 tractors; 34 billion tin cans: 
44,000 freight and passenger cars; 
1,396,000 dwelling units. 

Today, the industry is growing 
faster than ever. By the end of 
1952 we will be able to convert the 
“mechanic stone” into high quali- 
ty steel at the rate of over 117,500,- 
000 tons per year. 


was a 


—From Steelways, July, 1951, publi- 
cation of American Iron & Steel In- 
stitute. 


Robert 
combination 
screen.” 
Exhibitors are already checking 
their air conditioning equipment. 


Mitchum 
that 


“the 
ever 


hottest 
hit the 


as 


Gladys the beautiful receptionist 
says whenever she sees that ad 
headed “Hello!” she always thinks 
of AT&T, even though it’s signed 
by the American Meat Institute. 


Kaiser, the ad says, “brings you 
the convenience of High-Bridge 
Doors, that let you in without 
knocking off your hat.” 

That’s the car The New Yorker 
has been looking for. 


Celebrating the tenth anniver- 
sary of enriched bread did not lead 
the American Bakers’ Assn. into 
the error of showing a candle- 
lit cake for the occasion. 


This is the time of year when 
the room air-conditioner might 
well be put in the Number One 
spot for birthday presents for hay 
fever sufferers. 


“Wallop it! Smack it! Sock it— 
400 yards or more!” exclaims 
Acushnet, but you read on and dis- 
cover it’s talking about a driving 
machine for testing golf balls. 


Fatima, the ad says, continues 
to grow in favor among long ciga- 
ret smokers, but chances are some 
of its fans include short people too. 

e 


How good does a space or time 
salesman have to be before his 
boss decides to dignify his job by 
calling him an account executive? 

Copy Cus. 
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| IN PHILADELPHIA, 
1 THE INQUIRER IS j 
FIRST IN NATIONAL, =| 
RETAIL, CLASSIFIED AND | 
TOTAL ADVERTISING! | 


in the first six months of 1951 THE INQUIRER 


-* tee. 


mr oetee «i > es 
& 


| 
| published more than 18,200,000 lines of advertising 
... the largest volume ever published by any 


Philadelphia newspaper in a similar period of time. | M 


Source: Media Records 


&. , 


a Jn. a 

Sw in its 18th e 
Consecutive Year of Total & 

Advertising Leadership + + . Ds 

| ali ¢ Philadelphia Inquirer Ff 
| ( Philadelphia Prefers The Inquirer ae 
a. 
Exclusive Advertising Representotives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., # 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevord, Los Angeles, Michigan 0578 ae 
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Mexican Directory Issued 

The second edition of what its 
sponsor claims to be the only 
Mexican national industria] direc- 
tory is being published by Rol- 
land Publications, Plaza de la Re- 
publica 6, Mexico City. Industrial 
Directory, sponsored by the Con- 
federation of Industrial Manufac- 
turers of Mexico, is a two-vol- 


ume, 5,000-page listing of 60,000 
companies and includes an Eng- 
lish-Spanish dictionary. The cost 


is $20 f.0.b. Mexico City. 


LETTERS with that FOLKSY Touch 
Homey, human, down-to-earth letters that 
a‘k the readers’ langage. and SELL! 
One series 25 yearsold Write forcircular 


pe = Wott ¥ 


Leo ?. Bott, Jr. 64 E. Jackson, Chicage 


Bohn Turns to Public Service Ads 
as Solution to its Unusual Problem 


Company Makes No 
Products Directly 
Sold to Consumers 


Detroit, July 25—In planning 


its current advertising program, 
Bohn Aluminum & Brass Corp. 
faced an important problem—it 


makes no product which it can 
sell directly to the general public. 

Despite the fact that the corp- 
oration is one of the largest pro- 
ducers of aluminum and _ brass 
products, it was acutely aware 


viously 


OUTSTANDING 


Péoria-built TOURNADOZER moves 2'2 tons 


of dirt in a single pass. 


Peoria 
builder of the famous high- speed 


.. travels 19 mph! 


known the world over as the home of LeTourneau 


Tournadozer, a materials moving 


todl that’s outstanding in the construction field. This 15-ton monster 
is @teered and its 11-foot-wide blade is electrically controlled by push 


buttons! 


BOB HOLBEN 


DIRECTOR OF SPECIAL 
EVENTS has been in radio 
for 5 years, He is moderator 
of WMBDYs outstanding pub 
lie service program, “Question, 
Please’ . is also featured 
in many other prominent pub 


lic service programs 


CHARLES C. CALEY, v 


General 


DON D. KYNASTON, 
See Free & Peters... 


FIRST in the 
Heart of Illinois '*. 


Index 


the next two 


than 50% 


WEST'S NO. 


an extraordinary advance in a fabulous industry! 


OBVIOUSLY OUTSTANDING. 
also, is WMBD's continuing dom- 
inance of the prosperous Peoriarea 


market, Hooper Index after Hooper 


shows that WMBD > main- 


tains a listenership that exceeds 


stations COMBINED 
. at many time periods has more 


share of the audience. 


Skillful programming and selling 


know-how combine to make WMBD 


VO. 1 BUY IN THE MID. 


1 TEST MARKET. 


e President and q 


Manager \ 


Director of Sales 


a CBS Affiliate 
5000 Watts 


that its name was something less 
than a household word. 

To make the company name 
more familiar to the millions of 
Americans who drive autos, trucks, 


buses and tractors with Bohn 
pistons, or who own refrigerators 
with Bohn aluminum U-shaped 


freezer units, the company decided 
to undertake a public service cam- 
paign. 


@ Since, Bohn makes a seemingly 
endless list of special castings for 
washing machines, vacuum clean- 
ers, carburetors, oil pumps, mag- 
netos, brake shoes, irons and iron. 
ing machines, cookware, meters, 
outboard motors, and a wide var- 
iety of aluminum and brass ex- 
trusions for aircraft, trucks and 
even toys, it decided that it would 
be difficult if not impossible to 
describe its functions of its prod- 
ucts. 

As a result, Bohn, through Zim- 
mer-Keller, its agency, has been 
using its “American Forum of the 
Air” show and four-color maga- 
zine ads to spotlight Communism 
and what its adoption here would 
mean to the individual American. 

Since early April. when the first 
ads appeared in business publica- 
tions, the insertions have featured 
an illustration and terse copy. 


@ Typical was the ad showing a 
mask of a human face resting on a 
hand in the traditional pose of 
“The Thinker.” Readers were ad- 


monished: 
“Think what you will lose if 
Communism wins. You won't be 


able to insure vour family’s future 
.you won't be able to pray in 
your own church... you won't be 
able to argue your brand of poli- 
tics... you won't be able to work 
where and how you want to... 
you won't live as a free man. 
“Commun'sm can and will de- 
stroy all freedoms unless we think 
and work together as free men.” 


e Another ad pictured a pair of 
lips, with this copy: 

“Debate is democracy at work. 

“Republicans debate with Dem- 
ocrats. Unions debate with man- 
agement. Floridians debate with 
Californians. 

“Communism can’t thrive on de- 
bate. 

“Freedom to say what we think 
is our birthright. Fight to retain 
this freedom. 

“Now is the time to speak out. 
Expose the parlor pinks who use 
free speech to destroy free men.” 


@ Still another ad carried an il- 
lustration of an ear, with this mes- 
sage: 

“Listen for the deceitful words 
that promise new freedoms but 
promote slavery. 

“Freedom is never lost by a sin- 
gle act. It is stolen by innocent 
sounding words that breed doubt, 
suspicion and dissatisfaction. 

“Communism thrives on sugar-| 
coated promises with pink centers. 

“Our country will remain free, | 
only if we listen for the lies, the 
half-truths and expose them.” 


e The same general theme—the 
alerting of Americans to the pos- 
sible loss of freedoms they now 
enjoy—is carried over to the com- 
pany’s Forum telecasts. Typical 
commercials describe the Forum 
programs as an “example of De- 
mocracy at work” and ask: 

“In how many countries of the 
world today do the people have an 
opportunity to listen to all sides 
of important national and interna- 
tional problems... free to make up 
their own minds...free to ex- 
press their own opinions? In how 
many countries of the world today | 


Advertising Age, July 30, 1951 


WELCOME HOME—James Quirk (right), 
the Philadelphia Inquirer and more recently on duty as press chief for Gen. Ridgway 
in Korea and Japan, is welcomed back to civilian life at a special luncheon on July 


17 at the Poor Richard Club by George M. Neil (left), 


assistant general promotion manager of 


general manager of the In- 


quirer, and Harold LeDuc, v. p. in charge of public relations of Bell Telephone Co. of 
Pennsylvania, and Poor Richard president 


would two representatives of the 
people be permitted to express 
their opposite views openly and 
without fear?” 

Key figure behind the company’s 


anti-Communist theme is silver- 
haired, energetic Simon D. Den- 
Uy! (pronounced “denial”), who 


rose from company clerk to presi- 
dent in 30 years 


e Mr. DenUyl was born in Hol- 
land, Mich., of Dutch parentage, 
and traded draft numbers in World 
War I to speed his induction. His 
experience in Europe convinced 
him that Europe no longer has any- 
thing to offer America—including 
political philosophies—which can 
compare to what the U. S. has. 

During World War II, Mr. Den- 
Uyl irked his friends by decrying 
the war-born alliance between the 
U. S. and the Soviet Union. He 
sees in Communism a real and im- 
mediate threat to American insti- 
tutions. 

And he is convinced that the 
primary danger lies in the class of 
Americans who have more than 
average income and more than 
average opportunity, rather than 
with the rank and file of Ameri- 
cans. 

Accordingly, the media which 
carry the company’s message are 
selected to reach that audience. 
Mr. DenUy! is convinced that if 
the desire to get “just a little more” 
is frustrated, persons with better- 
than-average income and oppor- 
tunity tend to embrace Commun- 
ism as an avenue toward attain- 
ing the desire. 


e “Bohn ads,” he explains, “are 
aimed at getting those people who 
are on the fence pushed the right 
way. Through the ads, and through 
our sponsorship of the ‘American 
Forum of the Air,’ we seek only 
to generate thought about there 
being no place like the U. S. to 
live. And we strive to get people to 


see that there are two sides to 
every question and that only in 
America can we solve them by 


hearing both sides.” 

He feels that one of television's 
biggest potentialities is its ability 
to assist in a moral rebirth of 
America. The trend away from the 
home as a center of family liv- 


ing has been halted. he contends. 
“Once again, the home is becom- 
ing the center of amusement and 
dad and mom the focal points of 
family life. And the po'itician has 
to do more than sound honest and 
convincing. He has to face up to 
his constituents over television, 
and his viewers are going to see 
and hear their goverament rep- 
resentatives on a much more in- 
timate basis than ever before.” 


e@ What has been the 
the campaign to date’? Employes, 
government’ officials, teachers, 
clergymen and business men have 
taken time to write letters to 
Bohn commending the campaign. 

At the last stockholder meet- 
ing, DenUyl and other officials 
found the room jammed with 
shareholders who had never before 
attended. Throughout the early 
portion of the meeting, the Bohn 
executives felt increasingly ap- 
prehensive. The size of the meet- 
ing suggested that a dispute was 
in the air. 

Finally, it came. A lady arose 
and informed the officials that this 
was the first time she and others 
in her party had attended a stock- 
holder meeting. “We saw the ads,” 
she continued, “and we just wanted 
to come and see industrial men 
who had the guts to say some- 
thing about Communism and bv its 
proper name.” 


reaction to 


Parnall Joins Brisacher 

Mark Parnall, until recently ad- 
vertising and _ sales promotion 
manager of General Electric Sup- 
ply Corp., San Francisco, has 
joined the creative department of 
Brisacher, Wheeler & Staff, San 
Francisco. 


Reiss Joins Ziv Sales Statf 

O. J. Reiss, formerly with Sta- 
tion WJBW, New Orleons, has 
joined the sales staff of Ziv Tele- 
vision Programs, New York. He 
has been assigned to the South- 
west. 


Duncan to Sell for ABC 

Walter Irving Duncan, previous- 
ly of Paul H. Raymer Co., radio- 
TV station representative, has 
joined the TV network sales staff 
of American Broadcasting Co., 
New York. 


_ PLASTIC PLATES - 


MATRIX 


MATS. g 


COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Big Pump Operating Blt PUMP LIFTS | IRRIGATION STAR 


Today Will Start 


Irrigation 


'N Pumphouse 


IN ERND ULE Naa Me 


to Spokane Market's 
MILLION ACRE COLUMBIA BASIN 


one 

First water from Grand Coulee Dam to the Columbia Basin began 
flowing June 14 as the largest pump ever built was started. Impressive 
ceremonies heralded the historic event as water at the rate of 50 tons 
per second began filling the dry Ice Age lake bed—water which will 
ultimately transform over a million arid but fertile acres into productive 
new Inland Empire farm tracts. By next spring the first 87,000 acre block 
of farms will receive water and thereafter land will be reclaimed at the 
rate of 70,000 acres per year. 


vy es 


The tremendous benefits of the Columbia Basin may best be visual- 
ized in terms of a new state being added to the Union—a state the size 
of Delaware. Just the first 87,000 acres means 1,200 new farms. All 
told more than 12,000 new farms will be added to the already agricul- 
turally wealthy Spokane Market where average income per farm is ; 
more than double the U. S. farm average. Creation of thousands of 
new farm units means new markets for everything from farm equipment 
to appliances and further expansion 
of booming urban centers within the 
basin area. 


The Spokane Market, acknowl- 
edged as one of the nation’s top 
markets and a Must in the Pacific 
Northwest, takes on added signifi- 
cance as its tremendously wealthy 
industries are further enrichened by 
the benefits of Columbia Basin. New 
farms, new residents are creating new 
business opportunities in all lines. 


Acrial view at Grand Coulee dam 


vorld’s largest pumps 

eration on June 14 Ma- 

hi n pumphouse (1) lifts water 

from dam through huge pipes (2) 
nto feeder canal (3) where water Reclamation Commissioner Mi- 
flows to storage reservoir (4) which ~~ —f —-t, TA Load 
is dry lee Age lake 27 miles long. aun male ale a 


Washington, awaiting orders to 
start pumping water at Grand 
Coulee dam. Commissioner Straus 
said water to the Columbia Basin 
area “will mean virtually a new 


and guests visited pump- 


era wo “ma, im state added to the Union.” 
. 
om a ony mt its kind ever built: pone xapregg 
mnt itt A total of 12 suc wad | Covle, Filly 
is at left ane for installation. pretty princesses tine the wal os a me oo 
s are ces : ~4 
= — oon every state and Cana 
anal. 
the feeder os ' ~ 


CIRCULATION 


Now Over 


160,000 
81.84% UN-duplicated 


: = of w 
Forty-nine jugs O°. 

ere sim 

and Canad ns st rea 


Advertising Representatives Cresmer & Woodward, inc., New York, Chicago, Detroit, 
Los Angeles, Son Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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More than 154 MILLION cars and 
trucks registered in the big 19-state 
_ market which you sell through 


GQ 806 Peachtree St, N.E. Atlanta 5, Ga. 


‘Star-Gazette’ Names Two 


Robert L. Collson has 


been 
named classified advertising man- 
ager of the Star-Gazette, Elmira, 
N. Y. Julian L. Penney, the paper's 
general advertising manager, has 
been given the additional post of 
promotion manager. 


Sapolin to Hicks & Greist 

Sapolin Paints Inc.. New York, 
has appointed Hicks & Greist to 
handle advertising of its house- 
hold paints, as well as advertising 
of marine paints produced by its 
subsidiary, C. A. Woolsey Paint & 
Color Co 


HOUSTON’S ONE GREAT FAMILY 
NEWSPAPER IS UNRIVALLED IN 
RETAIL ADVERTISING 


CHRONICLE 


TOTAL RETAIL........ 


6,773,122 


1,601,619 
1,761,596 
151,076 
850,460 
759,472 
272,172 
136,420 


Clothing Stores ........ 
Department Stores ...... 
Drug Stores 
Furniture and Household. 


Grocers 


Jewelers 
Shoe Stores 


POST 


4,776,078 


1,196,929 
1,352,076 
48,667 
466,716 
563,894 
182,669 
81,352 


ADVERTISING LINAGE 
Jonvary 1 to April 30, 1951 
Source: MEDIA RECORDS 


PRESS 


2,234,272 


232,651 
713,598 
9,632 
328,315 
276,545 
66,219 
20,216 


And, of course, the Chronicle leads also in: amusements, book 


stores, building supplies and contractors, educational, heating 


and plumbing, hotels and restaurants, miscellaneous, professional, 


stationers, toilet goods and beauty shops. 


SUCH SUPERIORITY MUST BE DESERVED! 


May we close this convineing testimony of the Chronicle's 


dominating leadership in the South’s Number One Market 


with this interesting fact: Houston's one great family news- 


paper now has the largest circulation in its history — and 


the largest ever attained by any daily newspaper in Texas! 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 


Federal Reserve 
Finds ‘51 Consumer 
Buying Plans Down 


WasHINGTON, July 24—Prospec- 
tive purchasers of major consum- 
er items in early 1951 declined 
slightly, in most lines, from buying 
plans of a year before. This is the 
epitome of the 1951 Survey of Con- 
sumer Finances, conducted by the 
Survey Research Center of the 
University of Michigan for the 
Federal Reserve Board. A less de- 
tailed report of this survey was 
published in the June “Federal 
Reserve Bulletin.” 

Although those planning to buy 
at least one item of furniture or 
household appliance remained 
about 20% of U.S. spending units 

groups that pool money for ma- 
jor purchases—some specific items 
showed declines. Prospective au- 
tomobile buyers dropped sharply 
from 10% of the purchasing units 
to 542%. Last year was the peak 
year for auto buying plans, and 
the current figure reflects the re- 
turn of a buyers’ market for 
automobiles. 


@ With 1950 again the peak, units 
intending to purchase houses in 
1951 receded to the 1949 level 
from 4.4% to 3.1%. A trend toward 
buying existing rather than new 
homes further cut the market for 
home builders. 

In 1950 more furniture and ap- 
pliances were purchased, general- 
ly, than the survey of buying 
plans indicated. Income groups un- 
der $5,000 and over $10,000 bought 
more homes than they had planned 
to buy, but the middle income 
classes fell behind their intentions. 
Income groups over the $2,000 
bracket bought more cars than 
they thought they would in 1950. 

Automobile sales in 1950 were 
approximately 12,700,000. This ex- 
ceeded 1949 purchases by 1,000,000. 
An alltime high of almost $17 bil- 
lion was spent for automobiles 
last year. 


e An interesting trend brought 
out by the survey is the concentra- 
tion of sales in the over $5,000 in- 
come group. For example, 54% of 
1950 new car buyers fell into that 
group as compared with 47% in 
1949. 

The report attributes the change 
to the movement of spending units 
to higher income levels and the 
failure of lower income groups to 
expand their rate of purchase. 

In interpreting the survey, based 
on a projection from 3,400 inter- 
views in 66 sampling areas, the re- 
port warns that an analysis of 
buying intentions is based on fore- 
cast of prices, credit conditions, 
buyer's income, material shortages 
and the political situation. How 
many of those interviewed early 
in the year made accurate predic- 
tions of the current state of af- 
fairs in the U. S. is not included 
in the report. 


Mickelberry Joins Newman; 
Agency Gets Two Accounts 

William C. Mickelberry, former- 
ly chief advertising copywriter for 
Burdine’s department store, has 
joined Newman, Lynde & Associ- 
ates, Miami 

The agency, which will move to 
the Congress Bldg. Aug. 1, has 
been awarded the accounts of the 
Coral Gables Chamber of Com- 
merce and Parman & Kendall, 
Homestead, producer of frozen 
limeade concentrate. 


Bowyer To Bingham Agency 
Reg. E. Bowyer, Toronto com- 
mercial artist, has been named 
production manager and art direc- 
tor of John McKenney Bingham 


_ Ltd., Toronto agency. 


Alter Joins Wetmor & Co. 

Fred C. Alter has been named 
manager of the outdoor advertis- 
ing department of Wetmore & Co., 
Houston creative printer. 


tf Gialws OF yous ows 
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CHILL—That’s what this counter card 

for Lentheric’s new Icicle bouquet is sup 

posed to do. Einson-Freeman Co. litho- 
graphed the ‘freeze.’ 


Argus Launches Contest 

Argus Camera Co., Ann Arbor, 
Mich., has launched a contest in 
the New York metropolitan mar- 
ket with nothing for contestants 
to buy and no pictures to submit. 
Aimed at building up dealer traf- 
fic, the contest asks participants 
to get entry blanks from their 
dealers which are to be filled out 
with reasons “Why I like Argus 
projectors or cameras.” Three air 
trips, to Hawaii, Mexico and Nova 
Scotia, are the prizes. Fletcher D 
Richards Inc., the Argus agency, 
is placing large ads once weekly 
in the New York Mirror, Times 
and World-Telegram & Sun. 


Morgan Is V. P. of ABC-TV 

Harold L. Morgan, national di- 
rector of television operations of 
American Broadcasting Co., has 
been promoted to v.p. in charge 
of the television program depart- 
ment. The move is in line with 
ABC's announced policy of sepa- 
rating radio and television oper- 
ations. Charles Underhill, former- 
ly general manager of the TV 
program department of CBS, will 
work under Mr. Morgan as nation- 
al director. 


Budget Finance to Irwin Co. 
Budget Finance lan, Holly- 
wood, with offices in the far West, 
has appointed Irwin Co., Beverly 
Hills, to direct its’ direct mail, 
newspaper and radio advertising. 


Wilson Joins Tatham-Laird 

Howard W. Wilson, formerly 
general sales manager of Lady 
Esther Ltd., has been named mer- 
chandising manager of Tatham- 
Laird, Chicago 


G spine Tor OWA TOP QUALITY PENI 


BRAND NEW 
PREMIUM 


This baby is brand new and has not 
been shopped around, which will 
recommend it to the alert premium 
user. Insane as it may seem, the 
fact is that Yo-Yos have such a 
broad appeal that you will not be 
egregious in fooling with one of 
these things yourself (25¢ brings 
sample). Price list and/or our com- 


plete catalog free on request. 


HAUSMAN MFG. & SALES CO. 
(Not Inc.) 
3854 W. GRAND AVE. 
CHICAGO 5], ILL 
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; | Monkey business... Saturdays only! 


Miss Virginia Mahoney is a Manhattan 
secretary who likes monkeys in small sizes. 
Couple of years back, an animal importer 
sold her a pair of baby simians she named 
Unk and Olive. Thought her monks were 
marmoset type, but they turned out to be 
juvenile gargantuas, highly delinquent in 
a small apartment...so Miss M. decided 
reluctantly to part with her pets. 

Several zoos and circuses reported No 
Vacancies...She tried to repatriate them, 
but the French Equatorial Africa monkey 
quota was full up. Monkeys, it seems, do 
not give away easy...In desperation Miss 
Mahoney wrote William Hendrix, who 
carries on the “You And Your Animals” 
department in The News...Saturday only, 
somewhere in the real estate ads. 

On Saturday, May 19, Hendrix advised 
his readers that two green monkeys, A-1 
condition, with affectionate dispositions, 
were eligible for happy home. 

Monday turned out to be Hendrix Day 
...His letters came in baskets. Western 
Union boys asked anybody here named 
Hendrix all day long. Calls piled up on 
the switchboard, had to be siphoned off 
to secretaries. By nightfall copyboys were 
collecting his autographs... Final score: 
More than 200 wires, 500 letters, 1,200 
phone calls. 

True to her trust, Miss M. womanfully 


New York 


DAILY. . more than 2.200.000 
SUNDAY more than 4.000.000 


» & = 
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...and an affectionate friend 


waded through nearly 2,000 applications 
... Midwest Congressman wrote his wife 
would never forgive him if he failed to 
bring home the monkeys...St. Louis man 
said he qualified, having been on safari 
once... Georgia planter long-distanced, 
promised monks plenty of peanuts... Boys 
Club pledged a monkey house... Artist 
suggested her birds would be congenial 
companions ... Biddeford man claimed 
Maine had best monkey climate ... Others 
too varied to classify, offered bed, board 
and bananas...The winner: Family with 
an estate in New Jersey. 

(Soft focus, Unk and Olive, arm in arm, 
facing the sunset. Dim to silhouette. Open 
with “Jungle Moon” seguing off.) 


Wane ENTIRELY incidental, monkey 
business seems to do just as well in The 
News as regular business. Whether you're 
selling mink coats or mink traps, ham 
hash or harem pants, sports cars or shortie 
coats, demolition contracts or Cattleyas 
... The News finds customers in all cross 
sections, all social strata, all age groups. 
all income brackets, of America’s largest 
market... gets the largest response for the 
merchant or national advertiser. 

Why should you monkey around with 
miscellaneous media...when The News 
brings the most market, at the least cost ? 


News 
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What happens 


when [E73 


hits Hartford? 


we caprran of Connecticut. Harttord is one 


of New England’s largest and oldest cities. 


Founded in 1635 as a trading post by a handful 


of settlers, Hartford today is an insurance and 


precision machinery center with over 400,000 


people living in its metropolitan area. 


It is not surprising that LIFE has a particular 


-ignificance to these people —for, over a 13-week 


period. 85 out of every LOO Hartford citizens read 


LIFE.‘ 


Phe resuli—as these pages show —is that LIFI 


Rie ~ 


; Shines dt ew ne oe a Nie - afleets their lives in many ways... from the way 
ne - ee “ eae Tig ne aero poen' om | t ve ! i o he 1 
’ ~ ¥ they think and aet to the way they plan their 
a. 3 M4 eivie and commercial affairs. 
‘ Sst ae & 
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Vhroughout America the result of LIFES in- 
uence follows the same pattern. With half the 
nation reading LIFE.* it has become part of the 


—— east gear 


commerce and culture of Americans everywhere. 


Knowing these facets. advertisers invest more 


dollars-tor-selling in LIFE than in any other mag- 


azine... more than for time on any radio or TY 


network. 


* From A Study of the Accumulative Audience 
of LIFE by Alfred Polit: Research, Ine. This 
study reveals how LIFE’s audience grows 


from 2 


3,950,000 in a single issue to a total of 


62,000,000 different people, in thirteen issues 


hated 5 eee ; 
Lt. Governor Fdward N. Allen: “Americans City Manager Carleton F. Sharpe (above Publisher J. A. Reitemever of “The Hartford At Trinity College, President G. Keith Funs- 
now take more of an interest in national and left. with Fire Chief Henry G. Thomas): “We Courant “LIFE never fails to express its ton, newly-appointed President of the New 


word affairs. thanks to LIFE’s constant ability use LIFE’s excellent articles on civil detense views on the most vital issues. It has a pro York Stock Exchange: “LIFE s articles contrib 


to make events more meaningful and vivid.” as a guide in planning our Harttord program. tound influence on Americas way of lite. ute greatly to America’s cultural progress.” 


‘Sgeerest# FEN ia ie > ee en Be RS i) oe ee Meee ert, aera wes eee gh — FS Agi 
a ie ‘ie ing ae a ae ——. =e jc a ae ae, ae Se ee oe ea Se ae 
Bes fae 
e — ———————————— > age 
. ‘ 4 
¢ 4 
= 
: an as 
: fasts | 
| % iS be 
‘ ’ nti 
54 th edi ; : 
a , Be 
oe |e 
a <a ‘ -rarerewe a \ . 29 
au A peaah ‘ a. > Be Fie 2 a oe ae 
i Batre, A j " P bart ar Pe % age 
; Eas ce i y.. ber e ele t 3 oe ce j 2 m=’ 
; ae Wah ee - «- 
> aa ae ie eo RUE ee lll eee 
§ ao ee he oh SR ERD Mar? See SC  pemenges ee 
. > anne TR Po 7 ’ a a ee Pe... . 
&§ -_ eC 05 SP ame te a Se | 
~ a rs oe if as a 2 1 ES AR nS ee oe oS a oe “ i P P 
ht Ay ee en “=F a . ie * Pre a. « oe > = ; i 3 E 
4 ces = i i, — ee ; 
a agai. vals ; “ . 
z ee sc oo 54! P 4 
‘ 3 as aE i] ee 
a ; | a su ~ 4 alata aed - . - so Saget nF ee f 
i a, 7 pb ‘ ; asad i i 
a ; ae ‘i eH EEE = ee 
a : ee a Ee 
&§ iar Vers . 
4 z ‘a Oe . ~ ; 
| oF tee # . 
“se : igh e sa _ A 4 a 
i. - ‘dpa : ye 
Y _ ¢ a ane . ee Sen 
. ££ eg go : Py a Coceletaiienicet: ~ + Pe Cee ~% 
id aes ee: 7 teh a ie eee ps . za av hs - we pote dhe . e 
~ < ry cs 4 cg. Ae ore? : — «E. Pare . : “ 
4 ne obs by at ae ae we oa age. ee 
“a a: ee. ie SS Sr Rares. Se 
ic is a oe Le 0 a ae 
ss Sued ideas SS ~ eg ae - ee 
- eon eet a SS ae Sa Se * Se 
> SO eas, 8 a = : 
FJ ae 2s eee _ —— ma... a 
, g ce Le ma “3 ~- 2s = ae ‘ 
o fi ig Sh ge ue Se - i oA ; <a \ ‘ 
* pe aa i a et eS a en — 
in 2 ¥ ae a Sh eal I a ; wrt. § ‘ een 
aS eae eh ae ne ee gin een : Ss | 
| ar a . ms 
; ei, : ee eer 
“ 4 Bas ne Mk a |, he 
es : : oe Ne yp ae ee 
- ~_* h ‘rg \ * “ate ; es 
ee.) ~ jee si A re at yy _ ee See eS 
4: [ty % cee ‘ =.) : n 
— he, AP AA § f le eee 
iz - RR, Se 3 
‘ ‘ ts ‘ 
e - + 
ae ’s EFFECT 
: CIVIC AND COMMUNITY LEADERS FEEL LIFE’s eee 
d e . i 4 ee ee ea i oe te | 
¥ erry é V yee | Z = - + 
| mn "ee “& 33 
ss es af ° we ae ct i 
| J ae ‘ : » 1 2 a » . ia . : a. ~~ 
: | é " ‘ { ; . mel; | 
' q > AL ated wees a ~ < . _ 
j —(CdL re eee . \ 
¢ we 6 4 aa jj y s ’ 
; aoe f . pee % v f pees . ~*~ 
=o ‘* He a: a . —_ 
r ) = oO ae et 
te 70 a h ’ a cle — fe ae ats i a ‘ 
- Moet \¢ ee a i ae a | ° prs re * é ” ‘ q 1m nae ) 
xe Ri ae a 25  & 4 “4 4 Ad 8 oon mn oars. f a a 
j » 2 \ Jz i. nn ™y\) pales: 6: iia a Es ——— +: 
“4 Pete \ Me i ayes , Pre, Co = ie 
BY i$j@ SYS) te | Agee CU 
7 $ eo oe “Sake a | , ose ae so a 
? & 7h J Ep a a Fhe) Ace he ¢ ‘ ‘ ; ae rat: aa 7 we 
“ fn ii 5 . ash ° 
ae re ee a 
‘< 
— — 
ey a 


Hartford Hospital’s Dr. Daniel H. Devoe: Travelers Insurance President Jesse W. Connecticut Commissioner of Education United Aircraft President H. M. Horner 


“LIFE’s informative articles ‘Life Begins are Randall: “LIFE is a must in my home. It is Finis E. Engleman:' “LIFE educates, brings “LIFE’s recent article on air logistics was a 
most effective in broadening the American pub- also a powerful advertising force.” 70° of students a graphic picture of world events.” clear analysis of a complex problem, solution 
lie’s knowledge of medical science today.” business owners and executives read LIFE.* 70° of all high school graduates read LIFE.* of which is vital to our national defense.” 


Public Library's Grace Manship with Mag- Colt Firearms President B. Franklin Conner: 
nus K. Kristoffersen, Librarian, says: “I mount “LIFE’s Connecticut River Valley story was 
and file all of LIFE’s art pictures, LIFE has praised for many months in this area.” 73° of 
made people in Hartford more art conscious.” all people in New England are LIFE readers.* 


we 


' ' be, 
Three-time LIFE Cover Girl Lillian MI. Rekas felt LIFE’s personal impact: “My whole life was Wise, Smith & Co. President Ralph M. Chip- G. Fox & Co., Hartford's largest department 


changed as a direct result of my having appeared so often in the pages of LIFE magazine. LIFE urnoi: “Using LIFE as our retailing bible, we store, regularly identifies LIFE-advertised prod. 
brought me a modeling job and five offers of Hollywood movie contracts. It started me on my have more than doubled our store’ s Brand Name ucts through fashion shows and point-of-sale 


career in the fashion world.” More than 13,000,000 young adults, aged 20 to 29 read LIFE.* business during the past fourteen months.” displays. 31,550,000 females are LIFE reader-.* 
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Tough merchandising problems usually accompany a chang- 
ing economy. Are you faced with them today? A test in 
“Test Town, U.S.A.” will help. In the South Bend market 
you get typical consumer reactions to new or changed 
products. Tests here are accurate and conclusive. One news- 
paper —and only one — blankets this great market. Get 
the full story. Write for free market data book, entitled 
“Test Town, U.S. A.” 


Soulh ®end 


— Cribune 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


Rayonier Elects Morgan 

Clyde B. Morgan, formerly pres- 
ident of Eastern Corp., paper 
products manufacturer, has been 
elected president of Rayonier Inc., 
New York manufacturer of dis- 
solving pulp. Mr. Morgan was v. p. 
of Rayonier from 1931 to 1941. 
Eastern Corp., pending appoint- 
ment of a successor to Mr. Morgan, 
has elected Ira D. Wallach, v. p. 
and director of Gottesman & Co. 
and Central National Corp., to the 
newly created office of executive 
Vv. p. 


Winter to ‘Modern Medicine’ 


John D. Winter, formerly with 
the American Medical Assn. and 
the American Pharmaceutical 
Assn., has joined the staff of 
Modern Medicine, as advertising 
representative in the New York 
area. 


Rieman New Ball Bros. V. P. 


G. Fred Rieman, director of 
sales, has been appointed a v. p. 
of Ball Bros. Co., Muncie, Ind., 
glass container manufacturer. 


STOP...LOOK...& RE-EXAMINE 


and you can save a lot of advertising money and sales headaches. 


You don’t have to pay terrifically high media costs because 


NEWSPAPERS 


the strongest and best advertising medium, have in- 


creased their milline very little during the past 10 vears. 


The newspaper reader is, to a very large extent, pay- 


ing for the tremendously increased production costs. 


Here is what your 1951 Advertising Dollar will buy in Newspapers: 


$2,000,000 WILL BUY— 


50,000 line schedules in 79 newspapers in the 63 U.S. cities 
having television with Net Paid A.B.C. Retail Trading Area 
17.000,000* 
19.000.000* 


I ss Soo ad ad an” ne A oe es ne 


Total circulationof . . . . . .« « «© « « 


$3,000,000 WILL BUY — 


75,000 lines on the above basis — OR 


40,000 lines in 174 additional newspapers making a total of 


252 newspapers in 237 markets, which account for a very high 
percentage of the population of the United States. 


These newspapers have a Net Paid A.B.C. Retail Trading Zone 
circulation of over 25.000,000* and Total Circulation of over 


29.000.000*. 


*This is from 36% to 132°% greater than the entire current number of TV sets. 


If your advertising costs are worrying you, Stop...Look...and Re-Examine media values 


Published in the Interest of Newspapers and Advertisers by 


Moloney, Regan & Schmitt 
Newspaper Representatives Since 1900 


New York + Chicago + Philadelphia + Boston + Detroit + Los Angeles + San Francisco + Seatt 


le * Dallas * Miami 


Advertising Age, July 30, 1951 


Conventi. 
o. Lond 
*Indicates first listing in this column. 

Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept 17-18 Pennsylvania Newspaper 
Publishers’ Assn. annual classified clinic 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark. 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 


Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philade!phia. 


Oct. 5-6. Pennsylvania Newspaper Pub 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct 11. National Assn. of Magazine 
Publishers, fall meeting, Westchester 
Country Club, Rye, N. ¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16. Inland Daily Press Assn., 


67th annual meeting, Congress Hotel, 
Chicago 
Oct. 17-19. Direct Mail Advertising 


Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct 22-23 Agricultural 
Assn., annual meeting, Chicago 

Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 

Nov. 18-19. National Business Publica- 
tions, annual meting, Drake Hotel, Chi- 
cago. 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton. 

*Jan. 25-26, 1952. Assn. of Railroad 
Advertising Managers, St Louis 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York. 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago. 


Esherick Joins Lamb & Keen 
Frank K. Esherick Jr. has 

joined the media department of 

Lamb & Keen, Philadelphia. 


Publishers 


HE CAN HELP YOU 


If you're looking for 
national distribution 


BARNEY KINGSION, 
Merchandising Director 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
merchandising staff is available at 
no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 
plan for speedily getting 48-state 
distribution—a plan that starts over 
50 new companies every month . . . 
many of which now do a multimil- 
lion dollar business. 

Don't lose another day's sales. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A-77, Op- 
portunity Magazine, 28 East Jackson 


Se. Chicago 4, Illinois. sl 
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SHORT COPY promotes traffic safety 
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“Certainly there can be no better time to reach 
message than when he is driving a car. Many 


vented and many lives saved through these messages on outdoor adver- 


tising panels.” 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


of the nation's 
consumers .. . 


PORTER POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. 
CONSOLVO ADVERTISING CORP. 


AMERICAN ADV. CO. 


JOHN DONNELLY & SONS 
2 WALKER & COMPANY 
serving one-fifth ROCHESTER POSTER ADV. CO., INC 


wt 
i 


a motorist with a safety 


accidents have been pre- 


W. Denbow 


Nep H. DEARBORN 


THE PACKER CORPORATION 
WHITMIER & FERRIS CO 
E. A. ECKERT ADVERTISING CO 
BORK POSTER SERVICE 


CENTRAL OUTDOOR ADVERTISING CO., 
UNITED ADVERTISING CORPORATION 
RICHMOND POSTER ADV. CO 
THE HARRY H. PACKER CO 
BREMERTON POSTER ADVERTISING CO 
LEHIGH ADVERTISING CO. 


SLAYTON & COMPANY 


MARYLAND ADVERTISING CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 
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Complete Market Data 
available. Write today! 


® The Big Package for 1951 


© The Story of the Fabulous Southwest 
® The $12,000,000 Case of Whiskey 


® Standard Market Data for El Paso 


The Fabulous Southwest 


... BIGGEST hunk 
of the U.S. that 
27¢ can buy! 


A $587,330,000 retail market cen- 
tering at El Paso, the Fabulous South- 
west can be reached only through 
two separate newspapers, the E! Paso 
Times and El Paso Herald-Post. One 
low rate—27c per line—buys both! 


El] Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 


Che Zl Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


Represented nationally by Scripps-Howard General 
Advertising Department and Texas Daily Press League 


Sn 


Ge wl ae. g 


Federal Reserve Figures on Department Store Sales 


WaAsHINGTON, July 24—Retail 
sales were off 10% during the 
week ended July 14, compared 


with the same week last year. 

But, in using the Federal Re- 
serve Board's retail sales data as 
a business indicator, it is impor- 
tant to note that war-scare buying 
was just beginning to assume im- 
portance at this time last year. 

Dollar volume during the week 
of July 14 this year was about 
13% greater than in the corre- 
sponding week of 1949 and about 
1% above the previous alltime 
high for the week, recorded in 
1948. 

Only the New York district—of 
the 12 reporting to the Federal 
Reserve Board—recorded a sales 
increase (up 1%) during the week 
ended July 14. 


The Kansas City district (off 


24°.) suffered the most severe 
sales decline on the year-to-year 
comparison. Dallas and San Fran- 
cisco districts were down 19% and 
the St. Louis area reported a 14% 
decline. Except for the Atlanta 
district, cities and districts east 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to July 14, '51*p239 
Week to July 15, '50*..265 


Week to July 7, '51*....219 
Week to July 8, '50*....218 
Week to June 30, '51*..258 
Week to July 1, '50*, 262 


pPreliminary 
*Not adjusted seasonally 


of the Mississippi recorded lighter 
losses than did the western states. 
The largest gain among the cities 
was a 5% increase in Rochester. 
The largest loss was a severe 40% 

decline in Kansas City. 
%™ Change from ‘50 


Week Ended 
Federal Reserve June July July 
District and City 2.2) 6lC«MS 
UNITED STATES — ww —w 
Boston District --d ce 
New Haven 1 16 13 
Boston 0 24 1 
I ll-Lawrence 3 1 11 
Springfield 3 0 3 
4 Providence 5 2 9 
: New York District & ria 1 
. > ra ewark 2 r8 5 
3 | 7 suffalo 4 22 7 
aye | New York 4 ris 3 
 - H Rochester 18 1 5 
oa Syracuse 3 r44 11 
] Philadelphia District —%* ris —t 
4 i *hiladelphia 6 21 2 
y i} Cleveland District -I re —-3 
of yt 2 —5 1 
ie : *incinnati 9 2 7 
q ti) Cleveland 4 1 6 
| N IOWA IS THE PREFERRED oe $3 
: a v Toledo 0 14 8 
od ¢ Erie ) 0 6 
— Pittsburgh 1 0 10 
a EDUCATIONAL PROGRAM STATION veeitbome | 
Ss Washington 2 7 5 
z Baltimore 3 3 2 
= F a f P Atlanta District —i 0 —I8 
oe One of the twentieth century's most dramatic developments is Sirminghem ., f= 
> e weKsonville < ‘ 
-§ the sudden emergence of the modern farmer and the modern Miami 5 —8 —14 
. . . . . . . y- lar ta 2 ; vd 
= farm family. Freed from impassable roads and stifling isolation, pence - - s 
be the average Lowa farm household is now more progressive and New Ories Ss 8B -S 
: 4 Nashville . 2 
"is more prosperous than the average American household. Chicago District —2- so 3 
ee 7 “ = * Chicago 1 4 5 
ae Radio has played an enormous part in this transformation. It indianapolis 6 8 —7 
7 : a ae : 7 etroit 3 1 9 
re has helped teach and “sell” our people new ideas of every sort Seebevectina ae ae 
— economic, cultural, social. In 1950, Lowa listeners were asked aa my a 3 0 as 
to appraise the jobs being done by radio and by schools. The Louisville 6 —6 —16 
a . wi - 7 . Ti . St Louis A 9 9 14 
ou following chart (from the 1950 lowa Radio Audience Survey) ~ ion < pac i) —t1 43 
7 tells the story: nee Seaas “3 = — 
St. Paul 18 12 16 
: ADULT APPRAISAL OF SCHOOLS AND RADIO wena =e es cm 
5 15 
i ee 
4 9 49 
6 1 7 
6 10 26 
Tulsa 15 13 30 
, Dallas District +, t—3 —I9 
Dallas 5 11 18 
+ 4 10 
2 11 ig 
5 = 
10 3 35 
STATIONS BROADCASTING a 2 = oa 
“BEST EDUCATIONAL PROGRAMS” ~ Oakland 9 —9 —21 
%*Figures have been weighted to give correct influenc San Diego 4 9 21 
. WOMEN MEN to women and to men in urban, villa ind farm ho San Francisco 4 —3 14 
STATION LISTENERS LISTENERS ; : ’ ecg pe ager . = = 
WHO 41.7% 50.59 Year in, year out, Station WHO devotes a very sizable part of Seattic ........... 3 —3 —18 
> ‘ie a) 2 ¢ > - ‘ youn ~ 2 > 
! " 11 93 all its programming to Educational Programs. In 1946, WHO Spokane 2 —18 
a ad . . . . = 
: 8° 61 49 conceived and pioneered the Plowing Matches and Soil Con- rRevised 
" . . * . "Data ( available 
C $4 29 servation Days which have swept the nation ever since, and an 
Seance: 1967 lowe Gedic Rudience Servey) have taught millions of farmers “how to do” the kind of a 
. terracing, draining, plowing, ete. that improves farm lands, P : . 
produces record crops. Robert M. LaBoiteaux, on the 


public relations and sales promo- 


In 1941 WHO inaugurated the annual Master Swine Producer tion staff of Opekasit Inc., Ham- 
S I 
Project which has helped ever since to make Lowa the nation’s ilton, O., owner of farm indus- 


tries, has been promoted to ad- 


top hog-producing state (2067 of the U.S. total). Phin mea 
vertising manager of all divisions 


In 1946, °47, “48 and “49, WHO won National Safety Council 
Awards for promoting Farm Safety. In recent years we have won 
two Distinguished Service Awards from the National Board of 
Fire Underwriters for our spectacular promotion of Fire Safety. 
In 1940, we inaugurated the Annual National Radio Corn Fes- 
tival, which has unquestionably contributed to the nation’s 
vastly-inereased corn production, All these and many other 
Public Education projects are sponsored ... by WHO alone! 


5 WhO 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


: fy 


Heiss Appoints Olian Agency 

Olian Advertising Co., St. Louis, 
has been appointed agency for the 
Heiss hotels, Mayfair and Lennox, 
in St. Louis. The Heiss account 
formerly was handled by Gardner 
Advertising Co. 


‘Star’ Is Now a Tabloid 


The Star, Meriden, Conn., has 
changed its format to a tabloid. 
The afternoon daily’s name has 
been changed to Daily News-Di- 
gest & Meriden Star. 


This is Point Five in the Five Point System of Programming 
Evaluation, which helps explain WHO's outstanding position 
as a public facility and as an advertising medium, in lowa Plus. 

e suggest your consideration of this and the other four points 
as vital factors in time-buying, 


, ont 
FREE & PETERS, INC. 


National Representatives 


P 29 Advertising Age, July 30, 1951 
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Western Reserve TV 
Courses to Carry 
University Credit 

CLEVELAND, July 24—Western 
Reserve University this fall will 
offer television courses which car- 
ry full university credit. 

Like many colleges, Western 
Reserve recently has been offer- 
ing non-credit courses on televi- 
sion. The latest move, involving 
two regular 13-week university 
courses which will carry full 
credit, “is regarded as an experi- 
ment” by the university. 

First offerings will be “Intro- 
ductory Psychology” and a 
course in “European Literature 
Since 1914.” The psychology 

' course will be presented over Sta- 
: tion WEWS three mornings a week 
{ and the literature course on the 

| other two weekday mornings. 
Students enrolling for the 
~ ‘ courses will pay the regular uni- 
q versity fee of $16 per credit hour 
i and will receive a syllabus con- 
taining all of the required work 
in the course selected. The TV 
“students” will be required to take 
a final examination on the cam- 
pus. The shows also will provide 
: laboratory work for university 
television and dramatic arts stu- 
dents who will participate in the 

production. 


Downs Sets Carpet Drive 
‘ ; Downs Carpet Co., Philadelphia, 
has scheduled four-color pages in 
Better Homes & Gardens and House 
Beautiful for October, and Living 
for Young Homemakers in Novem- 
ber, to support its regular trade 
advertising. In addition, dealers 
} will receive newspaper mats, 
envelope stuffers, mounted and 
cut-out displays and radio and TV 
spots. Fien & Schwerin, Phila- 
delphia, is the agency. : individuals average over $75 weekly, tops among the nation’s 


Detroiters MAKE money —GOOD money! Factory wages of 


Voit, Fox Film Join in Ads five largest cities. : 


Voit Rubber Corp. and Twen- 


| 
| tieth Century Fox Film Corp., Detroiters SPEND money—BIG money! Retail sales hit 
both in Los Angeles, have $3,473,654,000 last year. 
launched a joint promotion for . a 
} Voit Swim-Fins and Swim-Masks : $ : 
} and the Fox motion picture, “The Detroiters eat hearty— VERY hearty! Food sales in this 
Frogmen,” in which the Voit bre 
| ptm momo is used. Hixson & Jor- market are more than 750 million dollars. 
gensen, Voit’s agency, developed 
the promotion, which includes Detroiters live well— VERY well! They spend almost 170 
} dealer and theater displays and air 
one and two-sheet posters million dollars for furniture, radios and other household items 


... 960 milli i eae illi 
— a million dollars for automotive goods 125 millions 


Fred’k H. Levey Co., New York, for drug products. 

has announced it has produced 

daylight fluorescent inks for gra- MOST OF THOSE MILLIONS of dollars worth of goods are sold 

vure printing using Day-Glo pig- , : , : ; 

ments manufactured by Lawter through The Detroit News, Number One selling medium in this 
) Chemicals, Chi . Under li — . . . 

- an of Switzer aman patents, Stee ames market. The News is linage leader in practically every classifi- 

license, in turn, publishers and cation of general and retail advertising, and carries nearly as 
} printers. Day-Glo letterpress and : 7 : 
' offset inks are not yet available. much total linage as both other Detroit newspapers combined. 


Kimberly-Clark Lists Sales 464,940 
Kimberly-Clark Corp., Neenah, highest weekday circulation 
Wis., paper products manufacturer, of ony Detroit newspoper 
reports earnings of $12,052,618 by 
itself and subsidiaries for the new 571,757 
fiscal year ended April 30, as com- highest Sunday circulation 
pared with $8,733,254 earned in in Detroit News’ history 
the 1949 calendar year. Earnings A. B.C. figures for 6-month period 
} per share were up to $5.80 from snding Mar 31. 1931 
& $5.29 for 1949, when less common 


stock was outstanding. THE HOME NEWSPAPER 
Spiegel Names Rudin, Kallick ae nen inti aa at 


Detroit News 


4 Pg 


Spiegel Inc., Chicago retail and 
mail order merchandiser, has 
named Louis Rudin general man- 
ager of Spiegel furniture stores 
in Chicago, and Joseph Kallick 
general manager for the Spiegel 
fashion store group. 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. WH. KUCH e Western Offices, JOHN E. LUTZ CO., Tribune Tower, Chicogo 


‘Life’ Promotes Maynard 

Harry Maynard of the Life In- 
ternational sales force in New 
York has been promoted to New 
York manager. 


—< 


Cresswell Joins WFIL 


Robert J. Cresswell, formerly 
with the National Broadcasting, 
Co., has joined the sales staff of 
Station WFIL, Philadelphia. i 
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Dayton Rubber’s New Tire Center 
Is Merchandising, Service Success 


(Picture on Page 52) 
Dayton, O., July 24—Dayton 


square foot, show-windowed serv- 
ice center in the downtown section 
of this city as a public service as 
well as a merchandising device 
Faced with public fears about 
short supply and government pro- 
controls tires, Dayton 


duction on 


decided to do something forceful 
to help business by helping motor- 
ists save their tires 

“This new tire center has been 
crowded since it opened,” accord- 
ing to A. L. Freedlander, Dayton 
Rubber president. “Business is 
greater than anticipated despite 
the fact that the amount of mer- 
chandise we have to sell is less 
than in normal times. 

“Shortages,” Mr. Freedlander 


said, by way of explanation, “have 
thus mé« made motor- 
ware of our product. It has 
also enabled us to do an effective 


re than ever 


public relations job.” 
@ Motorists not only take advan- 
tage of the company’s skill and 
know-how in tire’ preservation 
through the service, but are 
cOming back for new and replace- 
ment tires, he 
The center, constructed of ma- 
s@nry, concrete and steel with 
liberal use of glass windows, fea- 
tures “drive-in and through con- 
Vénience with no twisting or back- 
ing a pitch to women drivers 
While are being serviced, 
motorists can relax in the center's 
af¥-conditioned sales and display 
r@om which exposes them picto- 
riaiivy to Dayton Rubber's products 
research developments. The 
@ipiay emphasizes how and why 
the company's exclusive “Daycold 
r@bber and electron-cord facilities 
a@ure miracle mileage, maximum 
s@fcty and lowest cost.” 
KGusranteed one-day retread 
s@fvice with Daycold rubber is of- 
fefed to motorists, providing their 
tite are good, well 
fagt road service by radio-dispatch 
euble 


also 


said 


tires 


bodies as as 


cars 


@ Backing service 
operation 
ads, playing 


up the center 
are full-page newspaper 
up photographs of 


Stock photos from Kaufmann & 
Fabry ore like that! .. . Out of our 
500,000 on hand, one will fit your 

needs with psychic accuracy! A 
doliar bill or a company order 
will get you our latest Stock 
Photo Catalog .. . of which 
the supply is limited. 


MORE THAN 
$00,008 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AAI7, 425 $. WABASH AVE., CHICAGO 5 


| service features. Thousands of di- 
;rect mail 
Rubber Co. has opened a 20,000-| 


letters pledging “our 
earnest efforts to keep you on the 
move” and promising to continue 
to give “now as in the past, the 


finest in tire research and engi- 


| . 
neering” were sent out by Mr 


Freedlander 

All promotional! material stresses 
Dayton’s 46 years of service to 
motorists, and atop the service 
building is a spectacular, reading, 
“Dayton Thorobreds—safer—faster 
stopping—Made in Dayton since 
1905." 

“The need for motorists to save 
their tires, though born of de- 


fense necessities, can be one of the 
most effective sales and good will 
stimulators for the tire business,” 
in the opinion of Mr. Freedlander, 


An Ad 


That Started 
An Industry... 


and this is one of Dayton’s ways of 
showing how. 


‘Hunting & Fishing’ 
Figures Shown Incorrectly 
Hunting & Fishing advertising 
linage for June was incorrectly 
reported to ADVERTISING AGE, and 
as a consequence the wrong fig- 
ures appeared in the tabulation 
on Page 41 of the July 23 issue. 
Hunting & Fishing carried 14,- 
392 lines of advertising in June, or 
33.5 pages, instead of the 4,392 
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lines and 10.2 pages erroneously 
reported. This brings the publi- 
cation’s six-month total to 73,451 
lines or 171.2 pages, instead of the 
63,451 lines and 147.9 pages which 
was erroneously shown 


General Mills Names 2 V.P.s 

Charles B. Anderson, director 
of formula feed sales, and B. M. 
Hagan, president of the special 
commodities division, have been 
appointed v.p.s of General Mills, 
Minneapolis. 


Great Ads from FORTUNE 


Pt ln a a oe ae ee Se re, pa 2) 8 we A i, A a Ae vo. Ss i an, a i i. en le ~ ei Neus "ng ne 
Fee Bae oe spares i eee eel Bee Tt A ES ee ee ee Ma. oe 
: - —CtssSCSCSCiéC : 
be ' 
: 
7 f te 
i” 
; ; . 
Vv : ha 
eh ey 
i ee. 
— a2 
a q 4 
Bs ee 
S 
ie ae 
, A gave ees ee et eae. mace OS ae i > 
~ 3 1 an xi he ert. a 
& Monae tS pee a. i 
7 A oe tS Suhre ae i ‘ 
: a i : 
ae ay: 
" ; ; ; oi 
: ee ‘ a ae ee Bey 
Fae TS ee ee oe Tie ae 
ps ee , je SS ae eae i 4 
, ‘ Sg. , pe me MAES, “ieee 3 ‘ 
Lee kes et comne ae bing 2 re ° r t 
. aS Lit Gk oe ae 4 
+3 a as a ‘a a (i ‘ Skee. tere Ne F a 7 a 
hea eee Sod geod eee =o Wk noo - a er 
ee a lt 7 
: ; ii iis us Oy Ni te ee wa 
; mck é Src) let ieee Oe one ee } 
Ras 4 ; oy ee): : , eae —< 7 4 7 
4 * A aaa oes ee: BE ee ' : 
oe ie pe Sei ee ek 1 H 
ee ee = ee ied ee = 4 
‘ 2 ete) eee ag i 
% he haa aes es, i ay aM Ra 
a SNe Soe bt Ba i he ee it eee! t ve 
> ie Tas an ees We Lea - Me nds ee Me om D Mes q * 
af hee f an) St PS j 
‘. Roe ea) | me RE ing : 
oe ma * e ME HS «OO eee, re a ¥ 
Le 's of Ey Bee Ta 2 “ite i 
ae Pe week & eC - ee ars 5 hn eS ; ' 
a fogs ee « Picts aimee | a ; 
aid a Ee ae eet Fie: a ee aps) <a, Ya a re, ; 4 
a ae aa Nh OO a 
+9 aD ay aes a at ig Pe lle 4 3 
ia : oe ee SR en oe ; . 
5 7 : ak Ne ed ee ae: Pier) — 
24 eee ie 4 a) A ee, Cl 4 
+ | een o se Ss ee a cs fees a. 
= eee Oe 
. R: " 6 a ee os ae ne a ee 
i : = a x ¥ a = , heey ee x 2 aa q 
a She tee 4 Pe fe eee ts = : 
Sa es a ae es ices Ce ae ee j 
aes.” ee ee ie Us ae I a f 
ae ; € aan tee eS Ayame ee me ae - ee 
x } ae ae, aps age ae heme et eee : 3 
al e ee Ge Ra i se a F : 
af A ee Be: a oe 
7 { SG ee ee ee 
3 y : ey sg: ee ame alee ne <a | 
J Fs a Pak § 4 ae on gi 
’ aa j i as a ie ee 
4 . : a : Be eee ey set ae ats 
a] ah Bo he oe Se j 
a ie fine ge: STOMA 5G eee y - 
ee pot ia ‘ Pie | Ue ES SRE ce ae eer ee 
2 ee E wees a ae wu Ling Sey 2k aaa i? 
i I A eR a 
aa Pica rtend 3 Se eee ye et ; 
DE 2a are E Pe em neg ge erg 29 
é a Z ee ay ‘e 
‘a et stg ee ee eae 
a te pee ea ee ae 
i pe cee "9h Maa gas 
ae ‘ ee <a ee meee Tae 
. eee Be Be ah Page Re eee sf 
a ie, Bee oes. Ge a ah os 
os ice 7 ee Sr eae 
2 ae ea ee s 
F ee aie en ea “e.. n 
Be a Me advertising 
“ 
ey ; i » larry and e! < 
At — — — | ~ : 
Fe - | ne OC in Fortune: 
: » m - os in ae 4 
> y | pEAK: 3) 
- + 
; 7 @ out “a od = * 
at om ™ 
te - lo x. } wae et oe e ww ra % 
: } > pe See es - a , 
> ot WS es Lee mnt rh, es = we 
: ) See Aegis Son OS ont ow Se -° 7 
Fr \\ ' Sere ee een, canta ween ii Se 
» 2? | tooo: SoS ep . 
b : 4 Some oe a 
/ a | Solo tne se ANN we -%'* : = 
- 2 aa Oe : Seo - mens " ; LE ee bof) = ‘ ™ i fl 
“3 : ee Saenger Garcons Tyne, Sere np are he 4 a : 
ae | ae meee OS con oe, ole? > . a 
i * * as } ee Binet iy cll “Spent 1S Loe ws tO Oe sa Trt, o tHe Be 
: . ne = et OS ete See ft ee cat Oe cig He ON ale we - ea 
: wet ee eer -=\<)} 1 8 
lk Sea : Sit tC cn) ¢ ce 
; : % Cet vente ee Oe oe ee : Ee 
a - — A Teh Sinan : 2 oe Noe \ Ps , 
" airs bm 4 a ee a x\ . en 
- = ni ’ . = oe { >. os e ° ~~ 3 
ee creentint  o > ° ae 
ss i Lewin , ere ott ont ot a owt 
\ \ . ** ;, toes. ae se, cmt ———- cin ey wa Peery Hae = oad 
} /\’ ; Seen A eet So ge oe ee Teta mae ake re weet Ti os nee gare 
A : he ee tet cg tty AT ome Aen eet, Ula en Ete et Mie PAE ce met Oitg be 
ye } { Corre ae cet eee Cire ey eet Tae geet betta Shani gs ome Oe ees OTe 
: ‘ j paar So ee OSes OO Be tea OS ee Oey cet Lice Buea ce amr Pare OOS ge SY 
a eae. on ee om Le ee ee we, aelt epee eet ae Oe ee oe SS 
” Phy - fr, oe paren FN, SEs, ee es Someta, Set Mae on nen ee 
ead ne Ay ; . nmeriee aup W Dp ag het hor lorie ML ok bbe tr ; 
“ , *. a Shall ge Oe coe we ech ny fae ee eT gat ee oe DAV 
: , ‘ 3 oe 1 ae Oe a eget cee MTS nen eave Tg, wa TO" aa Sa oe 
Spe Cott, Same Get hes et Take yeti gor Ger ay 
: ST oe et eee ee cone Lene Sh coh I as eee et 
: . ae Been ale OP ee Sn namie POD eS | 
‘ oe eS. © a 
= f, os eae Soe ee oe ett ee ane 
ss Seen aber ates | =| 
a een Ct eat Seep Shey, f - —.  —<gsaee) 
=” x os ” ge a a et |  .. ggah8 See 
ee Sn ct ee eet T's 
° ee, ee ae ee a et ca — 
i Kae Boh pte es Soke eeetgness LET 
: ae oe ne ey ae em sem & = 
eo See Soa ; : 
an tee o-oo : 3 
} eve. ad ae 
S ‘ ones a 3 a? 
ape a eee eS 
% “ ee Sees ee ge : 
ni ay tie ae See Os Se iil eS na ee ite ta 
oS : ef bie sae 2 ee a ance 6 
ae eg a ee 
eee ce ae Hae =. 
7 ese eae - Te ae ee 
: Poel: OU Gai % Seen Po Cen Oe. haa 
: aR ee aS et ae 
2 
a 
s Pete + = 
* 
tk : e ® 
= ee & _ “et See ar 


| 


Advertising Age, July 30, 1951 


Gavin. Wyman Named Ellis, 
Liquor Publications V. P.s 

Clark Gavin, editorial and pro- 
motion director of Liquor Pub- 
lications, and Sumner Wyman, 
advertising manager of Jewelry 
Magazine, have been appointed 
v.p.s of Liquor and Ellis Publica- 
tions, respectively, according to 
Lew Schwartz, president of the 
two New York corporations. 

Richard T. Billies has been 
named advertising manager of 
Point of Purchase Merchandising, 
an Ellis publication. 


Gray Drops Jahn Account: 
Frank-Law Appointed 

Russell T. Gray Inc. has re- 
signed the account of the Jahn 
trailer division of Pressed Steel 
Car Co., Chicago, effective Sept. 1. 

The account has already been 
assigned to Albert Frank-Guenther 
Law, Chicago. 


Permoflux Names Benner S. M. 

Bruce Benner has been named 
sales manager of the office ma- 
chine divison of Permoflux Corp., 
Chicago. 


Charles Blum, ]. B. Briggs Agencies Merge 


PHILADELPHIA, July 24—Charles 
Blum, who has headed his own 
agency here for 44 years, has an- 
nounced the merger of his agen- 
cy with J. Branch Briggs Co. 

The new agency will be known 
as Charles Blum Advertising Corp., 
with Mr. Blum as president, Mr. 
Briggs as v.p. and T. M. Arm- 
strong as treasurer. 

Mr. Blum told ADVERTISING AGE 
that the merger was effected be- 


cause both he and his clients 
thought there was a need for 
some younger blood in the agency 

Several clients, some of whom 
have been with him for some 35- 
40 years, felt that, with the agen- 
cy head growing older, there was 
need for a younger man to inherit 
the responsibility and continue the 
service of the agency, Mr. Blum 
said 

“They have told me that they 


One of advertising’s best known stories is about Harry and 
David . . . their dilemma at the Waldorf with 15 boxes of fast- 
perishing pears, and more back in Oregon . . . the brain-wave 
of Agencyman G. Lynn Sumner to see if executives around 
town would buy pears for business gifts — it worked .. . then 
the idea of using FORTUNE — and David's reply that be- 
came the famous headline: “Imagine Harry and Me Adver- 
tising Our PEARS In FORTUNE.” 


Mr. Sumner recalls, “The advertisement ran in FORTUNE 
in November 1936, and was tremendously successful . . . The 
most significant thing about it was that it marked the be- 
ginning of a whole new industry in America: selling fruit 
by mail.”’* 

The ad also opened FORTUNE’s eyes to the Business Gift 
Market. We made a survey, and learned that the very people 
who buy gifts for employees and customers are the execu- 
tives who read FORTUNE. And they spend millions of dol- 
lars a year doing it. Now, every fall, leading advertisers use 
FORTUNE to attract the quantity orders of business firms 
for Christmas gifts. 


To make this advertising as productive as possible, FOR- 
TUNE presents it in a special Christmas Gift section . . . 
supports it with a Business Gift Merchandising Plan . . . ties 
in with 58 major department stores and 5,000 jewelers in 
every major market. Whether you sell by direct mail or 
through department or jewelry stores, it will pay you to find 
out about this FORTUNE program. We will be glad to send 
you a descriptive folder. 


* The 100 Greatest Advertisements by Julian Lewis Watkins, Moore Publishing Company, New York. 


Fortune 
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do not wish to make an agency 
change if anything should happen 
to me,” he said, “and preferred that 
I train someone to continue the 
great Blum service.” 

Accounts handled by the Briggs 
agency include: Chase Aircraft 
Corp.; Jacobs Aircraft Co.; Air 
Associates Inc.; Air Work Corp.; 
Laval Aircraft Corp.; Hastings In- 
strument Co.; American Aviation 
Publications; Robinson Aviation 
Co., and Schuttig & Co. 

Some of the other Blum agency 
accounts, and the number of years 
that they have been handled by 
the agency, include: John Trumpy 
& Sons, yacht builder, 39 years; 
John C. Winston Co., book pub- 
lisher, 34 years; Hilipot Hatch- 
eries, 36 years; American Seed Co., 
34 years; American Specialty Co., 
31 years; Conrad-Pyle Co. 19 
years, and John W. Eshelman & 
Son, 18 years. 


Factuary Reports on AM. 
Video Summer Listings 

The July 1 sponsored program 
listings, published by “Factuary,” 
Larchmont, N. Y., show 31 net- 
work TV programs taking a vaca- 
tion during the summer months 
The time spots of 17 of this group 
are filled by sponsored replace- 
ments. In the radio division 45 
regular season network shows are 
off; only seven of these have been 
replaced by sponsored summer of- 
ferings 

The booklet lists a total of 124 
sponsored telecasts and 164 spon- 
sored broadcasts 


Smith & Co. Names Brown, 
Ritter to Executive Posts 


Paul K. Brown, formerly with 
Young & Rubicam and Liberty, has 
been named general managef of 
Fred Smith & Co., New York pub- 
lic relations concern, as well as 
its subsidiaries, Philip Ritter Co., 
advertising, and the Audio Vigual 
Co., producer of film and graphic 
devices 

Philip Ritter III, formerly gen- 
eral manager of the advertising 
division, becomes v.p. and member 
of the creative plans board of Fred 
Smith & Co. : 
Chirurg Co. Names Stuart 

Robert D. Stuart, formerly sales 
planning manager of Yale & Towne 
Mfg. Co., Stamford division, has 
been named assistant gen@ral 
manager of the New York-Middle 
Atlantic division of James Thomas 
Chirurg Co. Mr. Stuart also will 
act as marketing and merchandis- 
ing member of the agency's plans 
board. 


“EXTREMELY 
LOW CcOosT 
PER INQUIRY” 


says Operadio Mig. Co 
monvtacturers of 
INTERCOMMUNICATING 
SYSTEMS 


And why not? 


Operadio advertising in 
The Rotarian reaches 

key executives in 

69% of all manufacturing 
concerns employing 

1000 or more persons. 
And, of the 285,000 
subscribers to The Rotarian, 
only 32% are reached by 
the combined circulations 
of the other four leading 
executive publications. 
Want more facts? 

Ask us. 


Rotarian & 
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The Unusual Pulling Power of The 
Elks Magazine Now Prompts 


FAMILY SHOPPER 


A New Service to 
Mail Order Advertisers, 
Beginning September 


More than 1,000,000 Elk families are known to experienced mail order 
advertisers as ready buyers of items for men, women and children. 
Year after year The Elks Magazine produces. 
Now mail order advertisers in The Elks Magazine will have a featured 
shopping guide, with merchandise photos and description of selected 
newsworthy products. At no advance over its regular card rate of $5.00 
per line. 
September issue closes August Ist. For full details, write to 

Elks Family Shopper 


104 East 40th Street 
New York 16, N.Y. 


THE 


_ New York + Chicago + Los Angeles + Detroit + Seattle 
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Dicsistin in THE Central New England 
Market receive a good share of the high 


buying income of Worcester’s families. In 
1950 drug sales in the Worcester Market 
rose to $13,420,000, a 32% increase over 
1949. The city of Worcester’s druggists pros- 
pered equally as well, with a 30% sales 
increase to $5,609,000 and per family drug 
sales 17% above the nation’s average. 


VORcEsTER'S WONDROUS TWINg 


ee. 
Drug manufacturers and those in allied x. 7 
lines increase their share in these sales mee = 


through consistent advertising in the Wor- 


cester Telegram-Gazette, the newspapers VN 

that blanket th Daily circulation in 2° intensive 
at blanket the area. Daily circulation in “" newspaper 

excess of 150,000. Sunday over 100,000. coverage 


Source: All figures copyrighted Sales Man- 
agement’s 1951 Survey of Buying 
Power, further reproduction not 
licensed. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
+ GeorGeE F BooTn Pubdisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


Mammoth Rheingold 
Election Promises 


Plenty of Promotion 


New York, July 24—What is 
termed the second largest election 
in the country gets under way in 
August, but this time taverns—to 
the contrary—will play an impor- 
tant part in the proceedings, as 
voters go to the ballot boxes to 


elect Miss Rheingold 1952. Last 
year’s vote, according to Foote, 
Cone & Belding, the Rheingold 


agency, was 8,204,127. 

Voting starts Aug. 20 and con- 
tinues through Sept. 6, during 
which time a barrage of promotion 
will be making the rounds, includ- 
ing full-color newspaper supple- 
ments, magazine ads in 14 publi- 
cations, a series of five-minute 
telecasts of the election, radio 
spots and a flood of display mate- 
rial to every Rheingold dealer, in- 
cluding streamers, window cards 
and ballot boxes 

The winner, Miss Rheingold 
1952, will probably become one of 
the most recognized girls in this 
area. In costumes originated by 
famous designers, she'll be seen 
in eight local newspapers, 15 Con- 
necticut papers, 17 in New Jersey, 
10 in Vermont, newspaper supple- 
ments and magazines and 24-sheet 
posters, car cards and store dis- 
plays all over metropolitan New 
York 

In shor, she'll be part of what 
is probably the most intensive an- 
nual campaign ever conducted in 
the field of beer advertising (AA, 
Aug. 7). 


Vick Knight Gets 8 Accounts 

Vick Knight Advertising, Los 
Angeles has acquired the accounts 
of California Fabric Co.; Zandt 
Carpet Co.; Arthrin Corp., phar- 
maceuticals; Milton T. Wershow, 
industrial auctioneer; Morgan & 
Co., investment broker; Dulien 
Steel Products of California, and 
National Electronics Corp., all of 
Los Angeles, and Smog-Eze Eye 
Drops, Long Beach. 


Columbia Pacific Sells Time 
Morton Salt Co., Chicago, has 
purchased the Tuesday, 7:30-8 
p.m. time on the Columbia Pacific 
Network beginning Sept. 11. Other 
CPN time buyers are: LaMaur 
Products, New York, Sundays, 
10:15-10:30 p.m., beginning Sept. 
9, and Regal Amber Brewing Co., 
San Francisco, Wednesdays, 6: 15- 
6:30 p.m., beginning Sept. 19 


Worthington Elects Borchardt 

A. H. Borchardt, assistant v.p. 
and manager of the centrifugal 
pump application and sales divi- 
sion of Worthington Pump & 
Machinery Corp., Harrison, N. J., 
has been elected v.p. in charge 
of sales of the company’s entire 
line of pumping equipment. 


Four Agencies Join NFAA 


New members of the National 
Federation of Advertising Agen- 


cies are: Arnold & Co., Boston; 
Associated Advertising Agency, 
Wichita; Harvey Advertising 


Agency, Topeka, and Speed & Co., 
Baltimore This increases mem- 
bership in the federation to 19. 


Hazel Bishop Is TV Sponsor 


Hazel Bishop Inc., New York, 
maker of No-Smear lipstick, will 


sponsor “The Freddy Martin 
Show” over Station KNBH, Los 
Angeles. The half-hour telecast is 


scheduled for Thursday evenings. 
Raymond Spector Co. is the agen- 
cy. 


Raycrest Appoints Klein 
Raycrest Mills Inc., New York 
textile manufacturer, has ap- 
pointed Julius Klein Public Re- 
lations, New York, 
relations consultant. 


Robert A. Walker Co. Moves 

Robert A. Walker Co., Los An- 
geles media representative, has 
moved to 2330 W. 3rd St. 


as its public 


The advertising profession is well represented on the 1951-52 
board of directors of the Hollywood Chamber of Commerce. Mem- 
bers include Raymond R. Morgan, head of the agency of the same 
name; Ernest Felix, acting general manager, western division, ABC; 
John K. West, v. p. in charge of the western division, NBC; Robert 
J. McAndrews, managing director, Southern California Broadcasters 
Assn.; Frank Samuels, TV director, William Morris Agency; and 
Sidney Strotz, broadcasting consultant, and former v. p. of NBC... 

C. E. McKittrick, ad man- 
ager of the Chicago Tribune, 
who, with Mrs. McKittrick, 
went to London for the In- 
ternational Advertising Con- 
ference, will be back” any 
day now, following a tour of 
Scotland and a visit in 
France...Recipient of the 
first Distinguished Service 
Citation given to a woman 
by the 13th Ohio district of 
the American Legion is 
Alice Holton, publicity di- 
rector of Perfection Stove 
Co., Cleveland. Mrs. Holton’s 
award was for public rela- 
tions assistance over an 


HOLIDAY—Mr. and Mrs. Monroe Michels 
and son, Robert, are shown taking o 
breather while vacationing in Bermuda. 
Mr. Michels is director of promotion and 
merchandising for Parents’ Institute. 


eight-year period. . . 

Hugh McGinnis, junior ac- 
count executive in the Port- 
land, Ore., office of Mac Wil- 
kins, Cole & Weber, married 


Dorothy Jones not long 
ago...Married recently in Greenwich, Conn., were Mrs. Eloise 
Polak Ray, publicity director of Dan River Mills, and John B. 
Francis of Free & Peters, New York... 

Ralph W. Hardy, government relations director of the National 
Assn. of Radio & Television Broadcasters, goes into office Aug. 1 
to serve a one-year term on the board of governors of the Assn. of 
Better Business Bureaus...Appointed public relations officer on 
the Queens Borough staff of the Auxiliary Police (with rank of 
major) is Walter Sandt, account executive of Fred Eldean Organiza- 
tion, New York public relations concern... 

John D. Scheuer Jr., operations assistant to the general manager 
of Station WFIL, Philadelphia, has been named vice-chairman in 
charge of promotion for the 1951 annual YMCA membership cam- 
paign in the Quaker City.. 


EXPERTS—Left to right are Bud Rogers, Chicago manager of Sports Afield; Felix Pog 

liano Jr., account executive, Wayne Welch Inc., Denver; and Jim Haywood of 

Wright & McGill Fishing Tackle Co., looking over their fly tackle in preparation for 
hooking into Colorado's brown trout on the Big Loramie. 


Hugh Thomas, of McCann-Erickson, and Thelma Hardy, J. Wal- 
ter Thompson Co., received the annual Alpha Delta Sigma citations 
to the two individuals in advertising who have been especially 
helpful in giving counsel to young entrants into the field. The pres- 
entation was made by Stuart Harding, BBDO, president of the 
ADS northern California alumni group, at a meeting of the San 
Francisco Adclub. . . 

Elliott J. Barnett of the ad department of the Hartford Times has 
been given the Key Man award by the Hartford Chamber of Com- 
merce “for his outstanding contribution over many years to the 
Junior Chamber.” ... Bill Eichhorn, v.p. of Grant & Wadsworth, 
New York, is the new vice-commander of Woodlawn Memorial 
Post 124 of the American Legion 

Richard Boylan's wife invited some friends to help celebrate her 
husband's 50th anniversary with American Tobacco Co., where he’s 
now a v.p. and senior director. ..Vivian McMurtrey, ad manager 
of Olds & King, Portland, Ore., has two fish in her office, labeled 
“MacArthur & McCarthy.” She explains that one, being gold color, 
is big brass; the other seeks immunity by hiding under the green 
stuff in the bowl. . . 

It'll be Aug. 18 for the nuptials of Jack B. Weil, ad and p. r. di- 
rector of Christiansen Corp., Chicago, and his bride, Lois Josephs, 
3rd-year law student at the University of Chicago. The ceremony 
will be in the French Room of the Blackstone Hotel... 

Roy Madison, president of Roy Madison Associates, Cincinnati 
public relations firm, has been passing out cigars for the past 2 
weeks in honor of the first child—a boy—of the Madisons’ twelve 
years of married life. The boy has been named Charles William 
Madison. . . 


et 


atee4 ‘ ‘ “ Pere | Rae totam ag See a | ee eee Bee a a ae eo ee ae ta ee esc. Y eer Pe bag oe aE ee ra i a7 ‘ve : 4 ae ee i 
; 26 Advertising Age, July 30, 1951 g 
f t Gelling Perscnal am 
| ae | 
< = 
& 
& 
_ 3 & 
— 5 
“ta e 
oe e x 
J | 
— 4 
4g : = i eee ee ee q 
aE : " 3 
— : ‘ae i 
fs ; : 7 : 
a 5 v4 
—  WORCESTER’S Drug Sales 3 4 
ae = . 
% : . -" . : 
- : 
e: ; Mount \O. Pt i f | 
2 : Gad & 1h AS 
e we r Bhs “fe fo y wat a. 
_ S fy . a 
. \¢ hd Sr WR 8 og 
_ f 46 & 4 wo i 
: pk a td 
: t, Jar ie 
; - B 4 ag é ai ® \ . — me i 2 wt 
; 2 BS i 
$ ~ | a 
Pi 1. high 
me power 
t Pe 
| a | 
% ee : Po 
( - P| 
i : ! —_ . 


in Philad, Ip hi 
| 
YOu can SCREEN 


Super Vision in 
Super Markets 


eS 


Here is point of purchase advertising pro- 
jected to its highest point of effectiveness 
—the picture and story of your product 
carried direct to 500,000 housewives every 
shopping day—and right when they’re 
actually shopping in their Super Market! 


SUPER-VISION is a huge 9 square foot 
screen, strategically situated to command 
the attention of every shopper in 300 of the 
larger high traffic, high volume Super 
Markets in the Philadelphia trading area. 
A powerful 1,000 watt projection tube 
illuminates your product and message in 
full color, with true fidelity and detail. 


When they buy is the ideal time to ask them 
to try your product. SUPER-VISION sells 
because it tells its story when they're buying. 


CONTINUAL PRODUCT EXPOSURE 
SUPER-VISION projectors accommodate 


E astern A\dvertising Company 


15™ & MICKLE STREETS +» CAMDEN 5, NEW JERSEY 
SUPER MARKET POINT-OF-PURCHASE DIVISION 


Controlled circulation reaching 300 choice super markets in the 
heart of the Philadelphia trading area. (Super markets in five adjoining states 
will be available shortly upon pletion of installati ) 


29 separate products. Slides change auto- 
matically, providing each advertiser with 
15 exposures per hour, all day long (and in 
the evenings, as well, when the Super 
Markets are open). 


LOW COST 


SUPER-VISION is economical as well as 
effective. Monthly rate is only $4.95 per 
Super Market. Slight additional cost for 
slides, prepared from your artwork. This 
unique market is offered on full, half or 
quarter coverage basis. 


WRITE FOR FULL DETAILS 


Rate card, including information on specific 
locations and areas covered, together with 
complete technical data, will be sent with- 
out charge on request. Fully commissionable 
to recognized advertising agencies. 
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28 
Laundry Institute 


Plans Program to 


Measure Route Sales 


Joviet, Int., July 24—The 
American Institute of Laundering 
and University of Illinois’ college 
of commerce and business admin- 
istration have instituted a research 
program designed to help laundry 
owners measure the potential 
sales values of their routes and 
advertise better. 

The need for such a program 
arises out of the paradoxical situ- 
ation most laundry route men have 
to face 

The laundry route man is one 
of the few salesmen who puts 
himself out of business as a sales- 
man through his selling efforts. 
The more he works as a salesman 
(he’s usually paid on a commission 
basis), the more customers he 
gets. The more customers he gets, 
the more time he must devote to 
picking up and delivering laundry 
bundles, and the less time he has 
left to work as a salesman. 


@ The researchers believe that 
once a laundry owner knows the 
fertility of his routes he can: 

1. Determine who his best route 
men are. 

2. Devise a method for making 
it worth while for the best sales- 
men to concentrate on_ selling, 
rather than operating as truck 
dfivers and delivery men. 

3. Use his best men’s techniques 
om lagging routes. 

4. Plan sales and 
stfategy. 

When this groundwork has been 
laid, the researchers plan to de- 
vélop information which the in- 
stitute can use to serve members 
im advertising campaigns, promo- 
tion and other fields of distribu- 
tion 


Be ‘Southern Farm & Home’ 
Effective with its September is- 
ste, Southern Farmer, Montgom- 
, 4 Ala., will change its name to 
uthern Farm & Home. Also ef- 
féctive then will be a change in 
Page size to 10 1/3” by 14 1/3”, re- 
ducing depth by 1 1/2”. Line rates 
Will be lower for space units of 
ome -fifth page and larger. 


advertising 


WCCO Names Eric Rehnwall 

Eric Rehnwall, formerly sales 
representative of Frederic W. Ziv 
Co., has been named merchandis- 
ing director of Station WCCO, 
Minneapolis 


56 COUNTY 


SIOUXLAND 
Market 


REPRESENTED NATIONALLY BY JANN & RELLEY, IVC 


Names Herbert Tushingham 

Herbert W. Tushingham, for- 
merly classified advertising man- 
ager of the Courier-Post, Camden, 
N. J., has been named local adver- 
tising manager of the Memphis 
Publishing Co., publisher of the 
Commercial Appeal and Press- 
Scimitar. 


Strik-Mor Advertising Opens 

Strik-Mor Advertising Co. has 
been established by Harland Mc- 
Vittie at 501 Delaware Ave., Buf- 
falo. 


Brumby Joins ‘Miami News’ 

James R. Brumby, formerly in 
charge of the southern office of 
This Week Magazine, has been 
named assistant publisher of the 
Miami Daily News, effective Aug. 
15. Charles T. Coffin, business 
manager, has been made a v.p. of 
the paper. 


DuFau Joins Sidney Lewis 

Yvonne DuFau, free lance artist, 
has been named assistant art di- 
rector of Sidney Lewis & Associ- 
ates, New York agency. 


‘Register-Guard’ To Build 

The Register-Guard, Eugene, 
Ore., is asking for bids on con- 
struction of a new newspaper plant 
to cover approximately 21,000 sq. 
ft., with provisions for adding two 
more stories 


Buys ‘Dealer's Digest’ 

Newman-Burrows Inc., Seattle 
printer and publisher, has acquired 
Dealer's Digest, Northwest trade 
publication specializing in gift- 
wares, appliances, home furnish- 
ings and variety merchandise. 


Advertising Age, July 30, 1951 


Cummins Promotes Segersten 

Warren L. Segersten, formerly 
assistant sales manager, has been 
promoted to factory sales manager 
of the Cummins business machines 
division of Cummins-Chicago 
Corp. 


Plotkin to Private Practice 

Harry M. Plotkin, formerly as- 
sistant general counsel of the Fed- 
eral Communications Commission, 
has become a partner of Arnold, 
Fortas & Porter, Washington law 
firm. 


He knows the human score behind 


There are some readers of The New York Times, believe it or not, 

who take only a cursory glance at the front page each morning. Politicians, 
statesmen, bankers, even college professors, they are restless readers 

until the sports pages, where they settle down with Arthur Daley for 

a relaxed moment in “Sports of The Times.” 


“Sports of The Times” is a quiet and pleasant corner in the noisy 
world of sports. In it, Arthur Daley plays host to the personalities 
who make the sports news. Daley is a quiet and human sort of guy. He 
loves sports and likes and respects its people. They return the 


compliment. The result is a daily sports column spiced with wit and 


salted with anecdote that delights men and women everywhere. 


Arthur Daley has been fascinated by sports and its people since, 
as a kid, he watched the Giants and the Yankees play ball from an 
exclusive bleacher pressbox—an elevated railway signal tower. 
At Fordham he played baseball, basketball, football, covered sports 


for the Fordham Ram. 


As one of 33 working members of the biggest, most versatile sports 
staff of any U.S. newspaper, Daley has since 1926 covered some 
30 different sports, helps turn out the biggest daily sports report any U.S. 


newspaper produces. Full of sports lore and legend, he is 


co-author of a history of the Olympics, author of “Times at Bat,” an 
informal history of baseball's first half century. 


In sports as in politics, science, every field of human endeavor, you 


will find many men and women on The Times staff who, like Daley, are 


experts other experts read. Pooling talents and skills each day, 


The Times staff produces a newspaper that attracts and holds readers 


who appreciate a stimulating, authoritative, rewarding newspaper. 


*And when readers get more out of a medium, as they get more 
out of The New York Times, advertisers always get more, too. 


That's why The Times has been the advertising leader in the rich 


New York market for 32 consecutive years. There's a lot about 


The Times you ought to know. May we tell you” 
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Necchi Appoints 
Phillips Ad Chief 


New York, July 24—Robert M. 
Phillips has been appointed di- 
rector of advertising of Necchi 
Sewing Machine Sales Corp. here 
and will supervise an intensified 
advertising and sales promotion 
campaign for fall and winter. Mr. 
Phillips was formerly with the 
New York Board of Education. 

In addition to a cooperative deal- 


er-distributor program covering 
newspapers. radio and TV, Nec- 
chi will use frequent insertions in 
general, farm and women’s maga- 
zines, Sunday supplements and 
trade publications. 

A merchandising program with 
newspaper mats, radio and TV 
spots, direct mail, displays and 
sales training aids has also been 
developed, and the company plans 
to participate at fairs and exhibits 
throughout the country. 


John Lesser, formerly with the 


ane 


Advertising Research Foundation, 
has been appointed administrator 
of advertising to supervise the co- 
op advertising program 

Doyle Dane Bernbach Inc., New 
York, was appointed last month as 
the agency. 


McLaren Opens Texas Branch 

McLaren-Anderson Associates, 
New York public relations and 
publicity concern, has opened a 
branch office at 620 Glover-Crim 
Bidg., Longview, Tex. 


Hopalong Spots Available 
Hopalong Cassidy Enterprises, 
Beverly Hills, has 15- and 50-sec- 
ond TV spots available to retail- 
ers of Hoppy merchandise. Stores 
are asked to send station commit- 
ments along with requests for the 
spots, which are open end. Wal- 
ter McCreery Inc. is the agency 


Fairall Promotes Don Carlos 
Don Carlos, copywriter with 

Fairall & Co., Des Moines, has been 

promoted to account executive. 


Pet Milk, Cling 
Peach Board Plan 
Joint Pie Campaign 


San Francisco, July 24—Begin- 
ning Oct, 15, the Cling Peach Ad- 
visory Board and Pet Miik Co 
will launch a campaign featuring 
“party peach pie,” a new dessert 
developed jointly in the testing 
kitchens of the co-sponsors 

During the four weeks from mid- 
October to mid-November, Pet 
Milk and the advisory board will 
promote the peach-milk-graham 
cracker pie on the “Fibber McGee 
& Molly” show, on NBC-TV’'s “Four 
Star Revue” and in full-color ads 
in The American Weekly, Good 
Housekeeping, McCall's, Parade 
and This Week Magazine 

Newspaper ads in major mar- 
kets, boosting local store tie-ins, 
plus mats, color posters and dis- 
play materials also will be used 

Pet Milk’s advertising is han- 
died through Gardner Advertising 
Co., St. Louis, while Cling Peach 
Advisory Board places its adver- 
tising through Batten, Barton, Dur- 
stine & Osborn here 


Eugene Sloane Joins Trane 

Eugene Sloane, formerly assist- 
ant editor of Domestic Engineer- 
ing, has joined the advertising de- 
partment of Trane Co., La Crosse, 
Wis., manufacturer of air ®on- 
ditioning, heating and ventil@ting 
equipment He will supefvise 
three company publications 
“Weather Magic,” “Triangle” and 
“Trane News.” 


WORD. WDXY Increase Power 

Stations WORD and WDXY, 
Spartanburg, S. C., will build a 
new transmitter and increase their 
power to | kilowatt. Upon @om- 
pletion of the transmitter, WORD’s 
frequency will change from 1,400 
to 910 kilocycles 


Rheem Buys Range Firm Stock 

Rheem Mfg. Co., New York, has 
purchased controlling interest in 
the outstanding capital stock of 
James Graham Mfg. Co., Newark, 
Cal., manufacturer of Wedgewood 
gas ranges, for an announced $3,- 
000,000 


Bellows Names S. C. Kelley 

Solon C. Kelley, formerly With 
Associated Aviation Underwriters, 
has been named assistant to the 
sales manager for monopoly states 
of Bellows & Co., New York wine 
merchant 


Every Small Homes Guide reader is a 
quolified buyer of all the materiols 
and equipment for his New Home. 


Small Homes Guide readers do build 


homes. Over 60% actually own their 
new homes within three issues — 
eighteen months. Over a third of 


SMALL HOMES GUIDE Readers 
new readers—eoch issue. 


Pin point economical coverage — to 
over 400,000 (AB.C.) readers each 
issuve—A budget must for advertising 
in @ market that must buy. 


The First Publication in the New 
Home Market 
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A market not duplicated by any other news 


NET PAID CIRCULATION NOW IN EXCESS 
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Highest buying power 


Of all the news magazines in the United 
States, only one has an average subscriber-family 


income of more than $10,000 a year. 


It's “U.S. News & World Report,” whose subscriber- 
families have an average income of $13,557... giving 
them 39% more buying power than the subscribers 


to any other news magazine. 


(lass News Magazine 


The high incomes of subscribers to “U.S. News 


- | 
| 


| 
| 
| 
| § World Report” reflect their high positions of 


responsibility in business, industry, finance, 


the professions, and government ... good people to 


have on your side, good people to 


| have on your books. 


U.S.News | 22tnisfddintg7 


| magazine anaes 
& World Keport rst init. i 
OF 448,000 P nae. 
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Everett Crosby Has Put $2,000,000 
Back of His Faith in TV Films 


‘Fireside Theater’ Has 
Finally Begun to Pay 
Dividends, He Tells ‘AA’ | 


New York, July 26—Everett| 
Crosby is not one of those men 
who needs to be told to put up a 
shut up 

Elder brother of Der Bingle and 


president of Bing Crosby Enter- 
prises, Mr. Crosby is convinced 
that the future mainstay of tele- 


vision programming will be film, 


and he has spent $2,000,000 to 
back up the contention 
Crosby Enterprises’ investment 


in video has been used to acquire 
maintain a 
standing film crew, to film “Fire- 
side Theater” and to prepare a 
number of other program series. 

The company, which handles all 
of Bing Crosby's activities, with 
the exception of his personal in- 
vestments, zoomed into the TV 
picture some time ago as producer 
of “Fireside Theater,” one of the 
first shows to be filmed in Holly- 
wood especially for television. In 
the fortunate position of follow- 
ing Milton Berle, this 30-minute 
Procter & Gamble drama latched 
qnato and held a top spot in the 
Tatings 


story properties, to 


@ Procter & Gamble, which owns 


the “Fireside Theater” title, has 
s@t up its own production outfit 
t@ film this program starting in 
tBe fal! 


Meanwhile, the Crosby-filmed 
‘“Bireside Theater” series is in its 

st re-run. Re-named “Royal 
Playhouse,” it is sponsored by 
Allen B. DuMont Laboratories 
over 18 DuMont Network stations 
Ta !8 other markets it is sold on 
@ spot basis to local advertisers. 
Procter & Gamble paid $14,000 
Weekly for the program. The first 
ré-run is grossing approximately 
the same 

As a result, this program, 
Which the company had expected 
t@ take a loss as a starter in the 
n@éw medium, is beginning to pay 
off. And Mr. Crosby sees no rea 
san why it can't be re-sold a third 
afid even a fourth time. The TV 
aidience is constantly expandin: 
as more families buy sets and wil 
expand even more rapidly as soot 


on 


Pillsbury Mills V. P. 


Paul S. Gerot has been appointed 
executive vice president of Pillsbury 
Mills, Ine. Minneapolis. Getting ahead 
in business like Mr. Gerot are thou- 


sands of regular Wall Street Journal 
readers throughout the nation execu- 
tives and their aides who make or in- 
fluence decisions on planning, produe- 
tion, selling and buying. 
(ADVERTISEMENT) 


| all 


as the freeze is lifted. And even 
a high-rating show does not get 
the viewers the first time 
around, he pointed out. 


@ Mr. Crosby is convinced that 


eventually 75% of this country’s 
television fare will be film. He 
is equally convinced that TV's 


programming headquarters’ will 
be Hollywood. 

“The technical skill and know- 
how is in Hollywood,” Mr. Crosby 
told ADVERTISING AGE during a 
visit to New York. “In Hollywood 
we can make films easier and 
better—and encounter fewer ul- 
cers in the process.” 

Mr. Crosby contends that cost 
is no longer a factor weighing in 
favor of “live” shows in preference 
to film 

“We filming dra- 


are already 


matic shows as cheaply as they 
can be produced live in New 
York,” he asserted. “ ‘Fireside 
Theater’ shows were completed in 
two and a half days with ease, 


thereby saving a great deal on 
rehearsal time.” 
@ As for the argument that film 


shows have less spontaneity than 
“live” telecasts, he had this to 
say: 

“They used the same argument 
for radio until Bing disproved it 
These people are worried because 
comedians sometimes get good 
laughs out of fluffs. If a mistake 
adds to a show, there’s no reason 
why it can’t be left in the film.” 

Speaking of the No. 1 singing 
member of the family, his brother 
predicted Bing won't go on tele- 
vision this fall since he’s “not in 
favor of hard work.” 

Crosby Enterprises owns more 
than 50% of Paramount Pictures 
Corp., for whom Bing makes two 
movies a year, Everett Crosby said. 
Mr. Crosby side-stepped all ques- 
tions relating to the total take of 
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a 
CONFERENCE—Everett Crosby, seated, discusses coming TV plans for Bing Crosby 
Enterprises with executives of United Television Programs during a visit to New 
York. Standing, left to right: Gerald King, president; Milton Blink, head of the Chi- 
cago office, and Richard Dorso, executive v. p. of the video film distribution company. 


the company and seemed some- tion that 
what piqued by the common no-,the few 


brother Bing is one of 
entertainers to reach 


Plan Your Sales for an 


INFLUENCE PHILADELPHIA... THE CITY 


Influence counts in Philadelphia . . . and 
WEFIL has it! When you sway these cus- 
tomers you're tapping a city whose market 
index is 22 per cent above the national 
average...whose buying power is a stagger- 
ing $3,682,770,000. You'll reach more of 
the market with WFIL. .. 1,400,000 people 
in city radio families that regularly listen 
to WFIL. To cover four-fifths of the city, 


for top sales effectiveness . . . schedule W FIL. 


Wie 


L 


INFLUENCE THE 14-COUNTY MARKET 


The city’s market quality is typical of the 
entire 14-County Retail Trading Area... well 
above average. And WFIL’s signal is strongest 
outside city limits...in 147 “home markets” 
where a majority of the zone’s 4,400,000 
people lives or shops... people with an effective 
buying income of nearly $3 billion. W FIL’s voice 
reaches also into a rich bonus area beyond the 
14 Counties. Total coverage: 6,800,000 people 


with a buying power of more than $9 billion 
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millionaire status. 

(Crosby Enterprises’ equity in 
Paramount Pictures makes the 
company a stockholder of the 
Allen B. DuMont Laboratories, 
owner and operator of the Du- 
Mont Television Network. How- 
ever, Bing Crosby's television 
services, when he decides to make 
the plunge, already are spoken 
for by Columbia Broadcasting 
System in a contract which has 
six years to run.) 


@ Everett Crosby also had a word 
to say about the future of 
the motion picture industry in 
a television world. He believes 
people will stay home to see 
their TV favorites and go out 
to see a good movie—‘“and to see 
what the women are wearing.” 
“Cry of the City,” a 30-minute 
drama, is Crosby's No. 1 video 
project for fall. Now in production, 
this program is being peddled to 
sponsors for $12,000 weekly. 
Other shows in the planning 
stage: “Inside Football,” in which 


a leading coach explains the game; 
“Freedom Hour,” to be based on 
stories associated with the docu- 
ments exhibited in the Freedom 
Train; “Parade of Champions,” 
featuring past greats in sports; 
“The Chimps,” an animal series 
with human voices. The latter will 
be photographed in color 

All the Crosby shows are dis- 
tributed through United Televi- 
sion Programs, a company set up 
several months ago to represent 
film producers. United Television 
was established by Edward Petry 
& Co., Standard Radio Transcrip- 
tions and Century Artists, with 
Gerald King of Standard Radio 
as president and Richard J. Dorso 
of the latter as executive v. p 


Bruce Co. Appoints Fleming 

John C. Fleming, formerly in the 
flooring division of E. L. Bruce 
Co., Memphis, hardwood floorings 
and floor finishes, has been named 
assistant advertising manager, suc- 
ceeding Friel Mullins, who has 
been transferred to the company’s 
Terminix division 


Hotpoint Execs See Big Market Potential 
for Appliances if Promoted Aggressively 


Cuicaco, July 24—The market 
potential for electric appliances is 
enormous if the appliances are pro- 
moted aggressively, according to 
Hotpoint officials. 

In a series of distributor meet- 
ings and in recent announcements 
of marketing plans, Hotpoint ex- 
ecutives sketch out the potential— 
as they see it—thus: 

1. Intensive consumer sales 
drives will sell one refrigerator for 
every ten wired homes, and one 
dishwasher will be sold for every 
ten refrigerators. 

2. Aggressive selling will pro- 
duce an electric water heater sale 
in one out of every 32 homes 

3. A stepped-up defense program 
will boost demand for commercial 
electric cooking equipment and 
permit commercial dealers and 
utilities to enjoy a record year in 
1951. 

In the distributor meetings, Hot- 


point officials outlined the “three 
stages” in appliance growth—in- 
troduction, acceptance and de- 
mand periods 


e Only 250,000 electric refrigera~ | 
tors were sold in 1926, they pointed | 


out, while 3,000,000 were sold in 
1941. Dishwashers and disposal de- 
vices will follow the same pattern 
at an accelerated rate—if selling 
effort is intensified. 

Company executives contend 
that 70% of selling effort should 
be placed on selling the need for 
the appliance; then the brand and 
its features should be sold. Next, 


they feel, comes the effort to di- | 


rect the customer to a_ specific 
dealer and, finally, the retailer 
should justify the purchase by sell- 
ing the work and time saving fea- 
tures of the appliance 

In announcing a new merchan- 
dising kit for promoting 


Above-Average Market 


delphia 


... Where all roads to profit start ! 


ELSIE CARLIER, Pottstown 
beautician—Owner of the 
Marguerite Beauty Shop, she 


knows that 14,398 other JOSEPH B. ALEXANDER, Area...and in his New Jersey ALMA M. BARNETT, Cam 
personal service establish Philadelphia wholesaler— As town, Mr. McCoubne hears den housewife—A WFII 
ments do big business in President of Altred Lowry Andrew's Drug Store mer listener. she does the buying 
WFiL-adelphia where the and Bro., groceries are his chandise advertised on W FIL tor just one of the trading 
per capita income is a whop- specialty. He accounts for zone + | who 


ping $1,50 part « 
the 1 


trom 


JOHN H. McCOUBRIE, 


Salem druggist 


14-County Retail 


of a wholesale volume in 
}-County area that runs 
3% to 4!) billion dollars 


Drugs are a 
$100,000,000 business in the 


Trading 


42,000 tamulres 
are reached best by WFIL 
mrst on the cial un America 5 
third largest market area 


» , 
NORTHAMPTON, 


. 
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HERMAN SPIEGEL, Trenton 
turniture dealer 
Furniture Store sells 


Spiegel s 
Tren 


tomans a portion of the $11% 
millon worth of furnishings 
they buy every vear justa 
small shceot ‘WFIL-adelpha’s 
huge total, $198,872,000, 


water | 


, When is 5,000 watts more than 5,000 watts? 

be When it’s first on the dial ! Operating at 560 kilo- 

cycles, WFIL’s 5,000 watts provide coverage equal 

to twenty times the power at double the frequency 
100,000 watts at 1120 kilocycles 
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| heaters (consisting of sales train- 
|ing material, ad mats, action dis- 
plays, demonstration kits, cuta- 
| ways and a hot water need com- 
puter), Hotpoint officials quoted 
industry estimates that more than 
2,000,000 water heaters of all types 
will be sold in 1951 and more than 
1,000,000 a vear for the next five 
years 


| Allen & Clenaghen Is Now 
|Don Allen & Associates 


Don Allen & Associates is the 


new name of the Portland, Ore., 
formerly known as Allen 
Donald M 


| agency 


& Clenaghen Allen 


1. Walsh D. Allen 


continues as president and Irvin 
H. Walsh, former secretary and 
treasurer, has been named v. p. 
Richerd Seller, copywriter, 
has been named secretary, and 
Everett A. Mitchell, radio director, 
has been named treasurer. Jack 
Clenaghen, former associate of Mr 
Allen, resigned recently to enter 
another branch of advertising, 


]. Robert Conroy Associates, 
PR Agency. Opens in Detroit 

J. Robert Conroy Associates, 
public relations agency, has op@ned 
offices at 801 Fox Bldg., Detrofft. 

First business 
for the agency is 
from Reo Motors, 
Lansing, which 
has appointed 
Conroy to handle 
the public rela- 
tions and pub- 
licity for both its 
truck and lawn 
mower divisions 
Refore opening 
the agency, Mr. 
Conroy handled 
publicity for 
Brooke, Smith, French & Dorranece 
in Detroit, where he was primarily 
assigned to the Reo account 


J. Robert Confoy 


‘TV Time’ Enlarges Staff 

J. Frank McArdle, formerly 
sales manager of Station W B, 
Boston, has been added to the @d- 
vertising and sales department of 
TV Time, Los Angeles. The maga- 
zine recently increased its size to 
32 pages 


THERE'S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 

LOOK AT THE EVIDENCE 


SALES of $31,097,000° 


*Sales Management, 1951 
Survey of Buying Power 


JOURNAL 


WINSTON SALEM Twin City 


JOURNAL and SENTINEL 
MORNING SUNDAY EVENING, 
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Derogatory Remarks Unwanted 

To the Editor: From a dollars 
and cents point of view, the 
Raleigh story in ApbVERTISING AGE 
(July 9, Page 1) is certainly an 
interesting There appear to 
be a couple of other angles to this 
type of advertising which should 
recognized 
The Raleigh campaign says, in 
effect, that all cigarets are basi- 
cally of the same high quality and 
that while other companies spend 
their money for advertising, the 
Raleigh people give value. In oth- 
words, it seems te imply that 
buyers only get their money's 
worth when some sort of premium 
is offered. 

It would seem elementary to 
mention the fact that the people 
of America, through advertising, 


one 


be 


er 


Publication, Catalog, 


House Organ Printing 


MODERN, high speed 
letterpress and offset plant located 
in favorable wage rate area with 
good ‘ailrood connections to prin- 
tipo! midwestern cities offers ad- 

+ Pontages of quolity, service and 

ice. We welcome the opportunity 
4 confer on your printing problems 


CENTRAL PRESS, Inc. 


MARION, INDIANA 


— 


This department is a reader’s forum. Letters are welcome. 


learn about the new and improved 


products that are available to 
them. Advertising answers the 
question, “What's new?” Some 


critics seem to be incognizant of 
the fact that customers want the 
information that good advertising 
gives. 

And, too, many people seem to 
forget that the regular advertiser 
brings the consumer a “premium” 

a plus value—in the form of 
free radio and television enter- 
tainment and in the form of maga- 
zines and newspapers, which pub- 
lishers could not attempt to pro- 


duce on the basis of the news- 
stand or subscription revenue 
alone. 

The Raleigh advertising seems 


to give the impression, too, that, 
since all products (according to 
their reasoning) are similar, other 
companies—and all kinds of com- 
panies—make nothing but unjusti- 
fied claims when any superiority 


is mentioned in advertising. It 
may be true that cigaret adver- 
tising which suggests that you, 


the reader (or listener, or viewer), 
believe your throat, your tobacco 
grower, your doctor, your own 
taste, your own tests, your fa- 
vorite movie star...is not exem- 
plary of advertising at its best 
But it doesn’t seem sensible for 
advertising people...to in any 
way condemn the very thing that 
gives them their livelihood and 


- THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY * 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


which helps to bring success to 
their companies. 

It takes a long time to build a 
fine reputation, and many adver- 
tising people are making genuine 
contributions which continually 
raise advertising’s reputation. On 


the other hand, derogatory re- 
marks, no matter how slight, 
when they come from reliable, 


respected companies and appear 
in advertising messages them- 
selves, can do a great deal of harm 
to advertising as a whole. 

Such statements are certainly 
not needed in advertisements, nor 
are they welcome from any source. 

Georce B. CHANDLEsS Jr., 
Bloomfield, N. J. 


Adds to Raleigh Premiums 

To the Editor: Congratulations 
on your factual story, “Who Kids 
Who When Raleigh Saves on 
Ads?” It’s an excellent contrast to 


the caustic comments by J. W. 
Burgard, advertising manager, 
Brown & Williamson Tobacco 
Corp. 


But, why were you so conserva- 
tive? My slide rule figures bring 
the combined advertising and 
premium cost to 2.17¢ per pack. 
$141.03 divided by 50,000 equals 
.282¢ per pack. If .282 equals 13% 
then 100% equals 2.17¢ per pack. 

Based on the above figures, it 
appears evident that the other to- 
bacco manufacturers will enjoy 
Raleigh's continued advertising of 
premiums rather than their own 
product. To the premium manu- 
facturers that’s better than coop- 
erative advertising. 

However, in fairness to the other 
tobacco manufacturers, the gen- 
eral public and above all the ad- 
vertising profession, the other six 
tobacco manufacturers should re- 
veal that the average advertising 
cost per pack of cigarets is less 
than the '%4¢, the price paid by Ra- 
leigh. Then they should add that, 
to the smoker who does not re- 
deem the coupon, it costs him 2.17¢ 
per pack or over eight times as 
much. 

The Better Business Bureaus of 
America are performing an excel- 
lent service to the public, but we 
need frank, factual revelations 
paralleling your article to keep 
national advertising on a progres- 
sive, higher standard. 

M. E. ENGEBRETSON, 
Advertising Manager, The Oil- 
gear Co., Milwaukee, Wis. 

ao * e 
Nothin’ for Nothin’ No Time 

To the Editor: Your article on 
Raleigh, in the July 9 edition of 
ADVERTISING AGE was a good one. 
But I think you overlooked one 
important thing. 

The consumer pays! Always! 
You don't get nothin’ for nothin’, 
no time, nowhere. To _ iilustrate, 
my premium-struck wife sug- 
gested that I give up my present 
good brand to smoke Raleigh, 
which I did, to the extent of one 
pack. 

Opening same, I lit one. Brother! 


As an old cigaret smoker (40 
years, sir!) I can tell you the 
taste and aroma therefrom 


smacked of the oldtime Homerun 
variety, which cigaret retailed at 
20-for-5¢. The oldtimers will re- 
member Homeruns, how they fairly 
knocked you down, if you weren't 
used to them. 

Suffice to say, the premium idea 
enjoyed short shrift at our house. 
Back to the good brand I went, 
but in a hurry. No, indeed. You 
can’t beat the game. I'll take my 
premiums in the form of good 
tobacco and cigaret enjoyment. I 
don’t buy premiums. I buy ciga- 
rets. 


Incidentally, the cigaret sales 
figures you quoted showing 
Raleigh at the bottom of the heap 
are proof enough that you can’t 
fool the public, premiums or no 
premiums. When, out of seven of 
the so-called leading brands, your 
competitors combine to lick you 
at the rate of 50 to 1, you're a 
rank outsider, an also-ran. Instead 
of bragging, if it were me, I'd be 
worried stiff and looking around 
to see what the heck was the mat- 
ter—with me, my product, my 
method of selling or what have 
you. 

You can say that again. 

Russe.t K. Lowry, 
Waukegan, Il. 


‘Top-Notch News Coverage’ 
To the Editor: When I finished 
reading this week’s issue of Ap- 
VERTISING AGE, I not only realized 
I had thoroughly read it cover to 
cover, but also realized that some- 
one should congratulate you and 
your staff. 
As a former newspaper reporter, 
I appreciate good reporting. As 
an advertising man, I appreciate 
good coverage of advertising. 
ADVERTISING AGE today provides 
the working adman with top- 
notch news coverage of his pro- 
fession. And I, for one, want to 
acknowledge my personal note of 
thanks for your superb efforts. 
Georce J. ABRAMS, 
Advertising Manager, Block 
Drug Co., Jersey City, N. J. 


Agrees On Importance 
of Using Plain Language 

To the Editor: I am a regular 
reader of James D. Woolf's column, 


Salesense in Advertising. This 
series is very informative and in- 
teresting. 

The column for July 2 is, I 


think, particularly good and par- 
ticularly important to people in 
advertising. It seems to take a long 
time for those of us in advertis- 
ing to realize the importance of 
using simple language and say- 
ing exactly what we mean. 

A number of years ago I re- 
member Bruce Barton telling a 
group of young writers how dif- 
ficult it would be for them to use 
simple language, and how much 
easier to use language as we find 
it in the more sophisticated jour- 
nals. He then added, “If you are 
interested in advertising, learn to 
write simply. If this doesn’t ap- 
peal to you, then you had better 
find some other profession.” 

They say that the primary way 
for writers to learn the importance 
of simplicity and specificity is 
through experience. This may be 
true. I believe, however, that arti- 


cles such as Mr. Woolf's can help | its problems entirely in other laps 


young writers to see the wisdom 
of simplicity before they make 


the mistake of using large words | 


and complex language. 
Me vin S. HattTwick, 


Needham, Louis & Brorby 
Inc., Chicago. 
e - 


Says Freezer Promotion Had 
Star Role in Snow Crop Hit 

To the Editor: I have just had 
the pleasure of reading your write- 
up on John (Jack) Moone and 
Marty Mathews, former president 
and v.p., respectively, of Snow 
Crop Marketers Inc., and subse- 
quent v.p.s of the Snow Crop di- 
vision of Clinton Foods. This 
article appeared in your March 12 
issue. 

Without attempting to minimize 
the contributions Jack Moone and 
Marty Mathews made to the or- 
ange juice concentrate industry, I 
nevertheless must take this op- 
portunity to advise that every de- 
tail of their freezer cabinet promo- 
tion that expanded their concen- 
trate sales to fantastic volume was 
due to the development of this 
merchandising cabinet unit by the 
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writer for Snow Crop (originally 
for Minute Maid). 

The sales promotional material 
which went along with this cab- 
inet program was developed by the 
writer in conjunction with our 
agency, Maury, Lee & Marshall. 
However, as I previously stated, 
the greatest credit should be ex- 
tended to Jack Moone and Marty 
Mathews for the vision and fore- 
sight that these two enterprising 
individuals had at the time they 
entered into a program for pur- 
chasing freezer cabinets from the 
writer, which amounted to over 
$2,000,000. 

The very fact that Sunkist in- 
terests in California recognized 
the abilities of Jack Moone and 
Marty Mathews and induced them 
to leave a company as progressive 
as Snow Crop and undertake the 
development of a California or- 
ange concentrate product to buck 
the accepted Florida product, is 
sufficient proof of the imagina- 
tive abilities of these two individ- 
uals. 

However—and for the record, 
this letter is to keep such records 
straight—the writer is responsible 
for inducing both Minute Maid in 
1947 and Snow Crop subsequently 
in 1949 and 1950 to enter into an 
expansion of their retail distribu- 
tion on a most unique freezer cab- 
inet promotion which was devel- 
oped by the writer. 

JOHN BEss, 

President, Freshmaster Corp.., 

New York. 


Responsibility Is Advertiser's 

To the Editor: It is neither nec- 
essary nor desirable for the agency 
to sign advertisements. 

The idea that such practice will! 
orevent poor advertising or con- 
‘ribute by sharing the blame for 
“bad anything” fallacious. 

The responsibility for sound ad- 
vertising rests firmly with the ad- 
vertiser. The advertiser not only 
nays the advertising bill but lays 
the company and product’s repu- 
tation on the line in every single 
ad. 

The advertiser that is a “rank 
amateur in the hands of his highly 
professional agency people,” as 
Mr. Weil quaintly puts it, is “rank” 
enough to require a legal guardian. 
A business that places advertising 
responsibility in such hands most 
assuredly is derelict in respect to 
other equally vital functions of 
good management. 

The interests of a business clear- 
ly require the administration of its 
advertising by a competent, pro- 
fessional advertising executive 
working with an agency staff of 
equal stature. 

The idea that business can buy 
an easy way out through placing 


is 


is a mistaken notion. 

Good advertising is the product 
of the teamwork of both agency 
and advertiser personnel contin- 
ually working together. Each 
needs and depends on the other. 
Each makes essential contributions 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into eir 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond 
to! Stop overlooking $15 billion—Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
545 Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


ONE EXAMPLE: for a publication that sells 
the cream of this rich market, you can't beat 
the New Courter—read by 1.500.000 Negroes in 
42 states eac Color comics, magazine 
section, and news section help make it Amer- 
ica’'s most complete weekly newspaper. Tell the 
Negro—you'll sell the Negro! Act now! 
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to the over-all advertising pro- 
gram. Some of these contributions 
of necessity must come from the 
advertiser. 

While a good agency may over- 
come deficiencies of its client's 
advertising staff, it is both unrea- 
sonable and unrealistic to expect 
the agency to perform at its best 
under such a handicap. 

Admittedly a lot of cooks par- 
ticipate in the preparation of “good 
taste in advertising” but I’m for 
leaving responsibility for the 
“proof of the pudding” to the 
proprietor whose name is on the 
menu. 

HARRY PARDEE, 


Advertising Manager, Scott 
Paper Co., Chester, Pa. 
. * ° 
Ad Signature ‘Not Favored’ 


To the Editor: I do not favor 
the signing of advertisements by 
the copywriter or the client (AA, 
July 2 and July 16). 

I did not favor it 
first proposed it. 

True, there are outstanding 
“horrible examples,” as those cited 
by Mr. Weil. But with an ethical 
client and an ethical agency, 
working in close communion with 
FTC, these can be quickly and ef- 
fectively stamped out. 

As for the hallmark aspect, if 
the agency or the client permits it, 
there’s no harm done. The Nash 
automobile series by Ed Zern, for 
instance. 

The average advertisement is the 
work of many craftsmen, both 
within the home office and within 
the agency. 

If all were to sign their names— 
the agency, the copywriter, the 
artist, the engraver, the printer— 
at $22 a line (Post’s latest rate 
card), the practice would soon 
prove a very expensive one. 

Paut V. Barrett, 

Director of Advertising, In- 

ternational Correspondence 

Schools, Scranton, Pa. 


when Ayer 


. e ° 
It Works Both Ways 


To the Editor: In reading what 
advertisers and agencies say about 
signing ads with the name of the 
author, it was surprising that El- 
bert Hubbard, who was probably 
the first advertising man to sign 


advertisements, was not men- 
tioned. 
He wrote advertisements for 


some of America’s largest com- 
panies, and they were glad to 
place his name at the top of their 
advertisements as the author. His 
name, as the copywriter, meant 
more readers and more sales, be- 
cause it was more interesting. 

Isn't that the answer to signing 
ads? If the signature means more 
readers and more business, sign it. 
If not, why should the message be 
diluted with a tenuous personal- 
ity? 

Mr. Weil says it would improve 
the quality (AA, July 2), but so 
far as I can see, every copywriter 
is now doing his best, as there are 
too many other copywriters look- 
ing for his job. It could make 
him self-conscious, in which case 
he could not do as well. 

If the name of the ad writer 
means so much to the public that, 
because of the signature, it will 
be read by more people, like El- 
bert Hubbard's ads, then it should 
be added and charged for. 

If not good enough for that, 
it might be bad enough to get the 
writer in trouble. Responsibility 
works both ways. And the trouble 
is, some of the poorest writers of 
advertisements think their crea- 
tions are tops. 

P. M. JAQUEs, 
Wrentham, Mass. 
. = . 


A Pertinent Question 

To the Editor: In all the commo- 
tion about whether agencies should 
sign the advertisements they pro- 
duce, it seems to me everybody is 
missing the main point. 


If agencies are to sign the ad- 
vertising, how in hell is the client 
going to get an okay on the copy? 

ARTHUR Coss JR., 
Bronxville, N. Y. 


Finds Direct Mail Pays Off 
for Wrapped Bread Promotion 

To the Editor: Bakers (as a 
rule) completely ignore the possi- 
bilities of direct mail in the sale of 
bread and bakery products—and 
for many years this office has 
pleaded with bakers to balance 
their advertising picture by using 
a quota of direct mail advertising. 

Dealing with bakers for the 
past 25 years, I have found it im- 
possible to get a decent test of the 
possibility of direct mail advertis- 
ing for wholesale bakers, who bake 
wrapped bread for sale in grocery 
stores. 

But, during the year of 1950, I 
was able to persuade my client— 
the Schmidt Baking Co. of Balti- 
more, Cumberland, Md., Martins- 
burg, W. Va. and Johnstown, Pa., 
to go out on a direct mail cam- 


paign covering all parts of the 
states of Maryland, Pennsylvania, 
Virginia and West Virginia in 
which the Schmidt Baking Co. 
sells and distributes either Old 
Home bread or Blue Ribbon bread. 

This campaign was planned over 
a period of months, and great care 
was taken to select territories and 
mailing lists covering those areas 
where newspapers, radio and out- 
door posters were not in major 
use—and also to cover areas where 


sales of Schmidt products were 
below standard. 

Territories covered were sur- 
veyed previous to this direct mail 
campaign and surveys are being 
made as quickly as possible fol- 
lowing the conclusion of the cam- 
paign. Already surveys (and sales) 
are proving that direct mail can 
sell wrapped bread sold in grocery 
stores. 

Attached you will find a sample 
of the direct mail piece used and 


35 


you will note that it was designed 
to be instantly readable and to 
have a display value when left in 
the clasp of the mail box. You will 
also note that expense was not 
spared in applying a die-cut met- 
alized loaf (printed on Kleen- 
Stik), thus making this direct mail 
piece comparable to or better than 
the average 
E. J. SPERRY, 
E. J. Sperry Bakery Advertis- 
ing, Chicago. 


80% of the housewives ride 
The 
Ohie Gas Co. regularly re 
to old 


public transit Fast 


peats its message 


and new customers with 


attractive car cards, 
Transportation Advertising - 
in Cleveland is handled bs 


Mitchell, 
McCandless & Klaus 
National City Bank Bldg. 

Cleveland 14, Ohio 


Things happen fast in the Chemical Process Industries 

... like synthetic detergents, anti-histamines, and cold rubber 
... like value of production, tripled in less than a decade. 

And in America’s fastest-growing industry profit-minded executives watch 


about chemical week 


. .. to keep them abreast of the swift-moving trends 
and developments which affect business interests. 


In the process industries, CHEMICAL WEEK is management's own magazine. y 


CHEMICAL WEEK is deliberately designed for business-minded men, 
alert for new ideas to speed production and increase profits. 

That’s why your advertising in CHEMICAL WEEK accelerates sales PS 
... it carries your message direct to management levels 

your salesmen find hardest to reach. 


MANAGEMENT 


And in today’s market, more and more advertisers are turning 
. . . to sell management men and to keep them sold. 


MEN ARE TALKING ABOUT.... 


to CHEMICAL WEEK 


7 CHEMICAL WEEK 


A MCGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 18, NEW YORK ° 
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TISING AGE’'s 


your best buy! 


‘RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. 


the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
That's all. And it’s natural: 


With the fastest printing schedule in the field. 
ADVERTISING AGE's news content commands 
immediate, intensive readership 
classified columns — “The Ad- 
vertising Market Place 

your ad gets results! Try it and see, whether 
you want a job, want a man, 
either equipment or services. 
the big circulation where it counts. 


In commenting on 


ADVER- 


— are read first. Result 
or want to sell 
The low rate for 
makes it 


Information for Advertisers 


No. 4041. Ideas for Letterheads. 
The Case History of J. J. Letter- 
head, Salesman” is a new kit of 
letterhead ideas offered by Para- 
Mount Printing Co. New York, 
Containing a number of new and 
Wusual treatments 
No. 4043. FM in Paducah 


Paducah Broadcasting Co. offers 
a new book, “WPAD Land, FM 
Capital of the World,” which pro- 
vides market data, coverage maps, 
aid a BMB-type audienc e survey 
Paducah is the site of a new $700,- 

000 atomic energy installation, 
i under construction 
No. 4046. Sales Boom in the Pacific 
| Northwest. 

It’s Big” is a new folder offered 
by the Spokesman-Review and 
Spokane Daily Chronicle, outlining 
néw developments and marketing 
Opportunities in the Pacific North- 


West, where, for example, popula- 
tidn is up 31% while retail sales 
have gained 245%. A mass of other 


statistics is briefly and trenchantly 


s@t forth 
No. 4047 


alyzed. 

“Appliance Retailing in a Mobili- 
zation Economy” is a new study 
of conditions currently affecting 
sales of major appliances, electri- 
cal housewares, radio and TV just 
released by McCall’s. It is based 
on interviews with hundreds of 
retailers and covers availability of 
merchandise, general sales con- 
ditions, selling practices, etc 


Appliance Retailing An- 


No. 4048. Car Card Values in Chi- 


cago 


In “Chicago Transportation Ad- 
vertising, Rates and Information,” 
National Transitads presents a 


comprehensive new brochure set- 
ting forth number of vehicles, rates, 
monthly circulations, and descrip- 


tion of vehicles—full service, half 

service, and quarter service—for 

panels, window spaces, bulkheads, 

clock spaces, ete. in Chicago. 
Nete 


ADVERTISING 
USE COUPON TO OBTAIN INFORMATION ; 1 ©. ath Bt, New York 17, N 


Readers Service Dept., ADVERTISING AGE 


200 E Illinois St., Chicago 11, Ill. 


please print or type) 


"NAME 
COMPANY 
ADDRESS 
ciTY & ZONE 


Low - - - - 


Inquiries for the items listed above will not be serviced beyond Sept. 


Maps, 
duction 
are all 


shipping instructions, 
information, and the 
included. 


pro- 


like 


No. 4049. New Data for Asheville 
“The Rich, Growing Asheville 
Market—Annual Buying Income 
$393,334,000" is a new information- 
al brochure offered by the Ashe- 
ville Citizen-Times. It covers per 
capita, figures in the food, drug 
and auto classifications, and out- 
lines the merits of Asheville as : 
test market. 
No. 4050. Data on Eight Michigan 
Newspapers in One Folder 
Booth Newspapers Inc. offers a 
new file folder which contains per- 
tinent new economic and circula- 
tion data on Grand Rapids, Flint, 
Saginaw, Kalamazoo, Jackson, Bay 
City, Muskegon, and Ann Arbor. 
The information is arranged for 
quick reference and may be filed 
under the general Michigan classi- 
fication, or by individual cities. 
No. 4036. Thorough Analysis 
Effectiveness of Television. 
From NBC comes a new study, 
“Television Today—Its Impact on 
People and Products,” which is 
thorough, objective and interest- 
ing. Based on 5,000 detailed inter- 


of 


views in TV as well as non-TV 
homes, the study covers the tele- 
vision audience as a market, the 


sales effectiveness of TV on pack- 
age goods, on durables, relative ef- 


fectiveness of various TV tech- 
niques, and much else. Required 
reading. 
No. 4044. Magazine Reading Ana-! 
lyzed 
As the result of an extensive 
survey, Maclean-Hunter Publish- 


ing Co. offers a new book, 


Magazines Are Read,” 


“How 
which stud- 


ies the number of times a periodi- 


cal will be picked up, leafed 
through, and re-read by the in-} 
dividual reader—thus exposing 


and re-exposing himself to the ad- 


vertising in the book. 


to. 


Please send me the following (insert number of each item wanted 


TITLE 


STATE 


THE ADVERTI ARKET PLACE 


Rates: 90¢ per line, 


munimum charge $3.60. Cash with order. 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 


preceding publication date 


Deadline Wednesday noon 12 days 


Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HAPPY “HUNTING!” 
We're going fishing so- our office will 
be closed August Ist thru August 24th 
| With renewed energy and vitality we 
hope to serve you better upon our re- 
turn. Thanks for your indulgence and 
patronage 

FRED J. MASTERSON 

ADVERTISING & PUBLISHING 
PERSONNEL 

185 N. Wabash Fr. 2-0115 Chicago 
SALESMAN, resourceful, permanent, to 
present our well-established and favor- 
ably known Business News Letter, and 
other good-will building services to 


banks. Liberal commissions make earning 
»~pportunity from $800 to $1,000 monthly. 
State age, education, and last five years 
employment first letter. Car necessary 
Enclose recent snapshot 

BUSINESS NEWS ASSOCIATES, 
53 Broadway, New York 6, N. Y 

OPPORTUNITY IN FAST-GROWING 
SOUTHWESTERN AGENCY 
Need top-drawer combination art director- 


INC. 


layout man production manager, with 
sound, proven background in all media 
and reproduction processes Give full 
biographical data. work record, salary 
range, recent photo. All replies held in 
strictest confidence. Position now open 

Box 3903, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il 


ADVERTISING & PUBLISHING 


FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State 2063 Chicago 


WANTED 
Men for New York, Chicago, Philadelphia, 
Detroit and Cleveland, to sell low priced 
fast selling color reproductions. Prefer 
men who have allied lines as P.O.P. dis- 
plays, litho. State territory covered - 
length of time give two responsible 
references 
Box 3900 
200 E 


ADVERTISING AGE 
Illinois St., Chicago 11, Il 
ACCOUNT EXECUTIVE 
Well financed, small 7 year old Indiana 
igency seeks mature and capable account 
executive. Most of the advantages of a 
partnership minus the usual obligations 
ind headaches will be offered on basis 
»f controlled accounts. Our reputation 
n this market established—have never 
solicited an account so field is wide open 
to high grade individual. Strict confi- 
jence assured. Please furnish compre- 
hensive personal record 
Box 3908, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


EDITORIAL REPORTER for N. Y. City, 
East Coast mkt.: following in gift item 


sources, china, glass, ceramics, etec., on 

domestics and tmports knwidge. store 

promotions For leading trade paper 

Hdatrs. our N. Y. Off. Sal. and exp. Also 

correspondent for Chicago, mid-West 
Box 3917, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


WE PLACE ONLY EXPERIENCED ADVERTISING 
PERSONNEL 
Our clients throughout 19 middle-western 
states demand proven advertising people. If 
you qualify, write for our data sheet. Your 
references will be checked 
SALES PROMOTION 
Advorieine Personnel Placement Div 
1209 S. Detroit, Tulsa, Oklahoma 


POSITIONS WANTED 
AN go MANAGER 
J EL 


that an advertising man can not oper- 
ate from an “ivory tower’. He must know 
what his customers think, and té do this 
he must know his customers. 

that an advertising manager must be a 
‘shirt-sleeves” worker. He is only half 
an executive if he can not or does not 
do at least some of the creative work; 
if he does not know and understand the 
mechanics of his craft better than those 
working for him 

that he must have a sound idea of pro- 
motion’s proper place in relation to 
product, sales and production; that he 
must consider his job and department as 
a gear within a complex machine 

that there are very few advertising genii 
-and makes no claims to being one of the 
few. My claim to being a good ad director is 
vested in a close following of these pre 
cepts, in a sound, successful 16-vear back - 
ground in advertising and sales promotion 
m large manufacturing firms and retail 
stores. Family mar low five-figure sal- 
ary - not a job jumper. Could fit well in 
to housewares, textiles, home furnishings, 
apparel. Details on request 

Box 3909, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Copy Writer or Publicity writer, Single. 
25. College graduage B. Journalism 
Majored in Advertising 2 years’ exper- 
ience. New York preferre 


Box 3912 AGE 
Y 


AGENCY CREATIVE HEAD 
SEEKS TOP-TALENT JOB 


QUICK FACTS: Now securely em- 
ployed. 20 yrs. as VP. copy director. 
ad builder, AE. Has been No. 1 boy 
on accounts ranging up to 4-5 mil- 
Prefers Chicago, but will relo- 
cate. No ulcers, no drinking — just 
know-how. $25,000-$30,000. Box 7921. 
Advertising Age. 200 E. Illinois St.. 
Chicago 11, Il. 


lions. 


POSITIONS WANTED 
MARKETING RESEARCH 
Over 10 years experience in industrial 
marketing research. Can organize and run 


and 
and 


advertising 
minimum 


dept. Also experienced in 
public relations. $10,000 
opportunity for service 

Box 3905, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

ACCT EXEC DESIRES CHANGE 
Head new business for midwest 4A agen- 
cy. Handle major accts in food, beverage, 
automotive and drug fields. Able admin- 
istrator, creative, energetic self-starter 
Married, college 

Box 3910, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ili 

ADVERTISING & PROMOTION 

MANAGE 
and management e xper- | 
consumer 
capable, 
college 
Box 3911, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING PRODUCTION 
MANAG 


Thorough agency 
ience in 
Sound, 
ried, 


creative, energetic. Mar- 


Five years of sound 
position purchasing mechanical material 
and dependable maintenance of space 
schedules have qualified me for a bigger 
job. Would be interested in advertising 
agency spot or manufacturer's 
ing department. Age 30, married 
children. Veteran of World War Il 

Box 3913, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Ill 

ADVERTISING EXECUTIVE 

Top flight advertising manager wishes to 
relocate Unusual background Record 
of success. Capable of assuming full 
responsibility in formulating and direct- 
ing advertising and merchandising strat- 
egy. Good speaker. Experienced in public 
relations. Early 40's 

Box 3914, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ADVERTISING MANAGER 

Now asst. ad. manager for large consum- 
er goods manufacturer. Wants greater op- 
portunity, preferably west or southwest 
Experienced all phases of advertising 
Age 30, 2 children. Veteran. Univ. grad 

Box 3915, ADVERTISING AGE 

200 E. lllinois St., Chicago 11, Ill. 

COPY/CONTACT/ASSISTING EXECS 

Agency, medium, ad dept. exp. Ind. & 
consumer Strong points creative copy. 
layout, prod., contact, gen. detail. Adap- 
table, personable. College grad, 28, mar- 
ried, child, draft-exempt. Send for resume 

Box 3916, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


“Pt BLISHE — REPRESENTATIVES 
VAILABLE 
WELL EST SLREED REPRESENTA- 
TIVES increasing personnel, can 
additional publications for Calif or the 11 
Western States WRITE MAGAZINE 


experience in top 


MARKETS 6605 Hollywood Bivd., Los 
Angeles 28, California 
PRINTING WANTED 
PRINTING WANTED 
Rotary Printing, tabloids, color, 32 pg 
cap. Complete mailing service. Southwest 
Magazine Pub. Co., 715 Jones St., Ft 
Worth, Texas 


BUSINESS OPPORTUNITIES 
NEWSLETTER WITH NATIONAL CIR- 
CULATION. Next twelve months renew- 
als should return more than half of sell- 
ing price of $28,000 cash. Well established 
and in good financial condition. Box 71, 
Miami 1, Florida 


and industrial goods. | 


FULL TIME SPACE SALESMAN 
For Chicago and Midwest 


@ Well established business exec- 
utive magazine with large nation- 
al circulation (ABC) seeks man 
30 to 45 years of age of good char- 
acter and proven sales ability. 

@ There is a Spanish edition which 
the man employed will also rep- 
resent, so some knowledge of the 
Latin-American markets would 
prove helpful 

@ Drawing account against com- 
mussions 

@ State completely 
age. education, 
ences, etc 


Our 


experience, 
earnings, refer- 
All replies confidential. 
employees know of this ad 
Box 7922, Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


| 


advertis- | 
two! 


handle | 
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ATTENTION 
ADVERTISING SALESMEN 
NOW WORKING IN 
SEATTLE, PORTLAND, 
SPOKANE, SALT LAKE 
CITY, LOS ANGELES, 
SAN FRANCISCO, SAN 
DIEGO, DENVER, SAN 
ANTONIO, EL PASO, 
HOUSTON, DALLAS, 

FT. WORTH, TULSA, 
OKLAHOMA CITY, NEW 
ORLEANS, SHREVEPORT 


We are looking for an ac- 
count executive in each of 
these localities, to sell and 
service advertising accounts 
for the world’s largest 
AAA-1 manufacturer of ad- 
vertising material. If you 
believe you have a creative 
mind, a good basic knowl- 
edge of advertising and a 
determination to earn in ex- 
cess of $12,000 per year, 
you may be the man we 
are looking for. 


Interview will be arranged 
in each of these towns in 
the very near future. If in- 
terested please write in de- 
tail about yourself and 
qualifications, to Box 7925, 
Advertising Age, 200 E. II- 
linois St., Chicago 11, Il. 
All replies will be treated 
confidential. 


HOW TO BOOST 
AGENCY PROFITS 


This unit radio-TV department hos 
helped 31 agencies service 57 ac- 
counts more profitably .. . Top drawer 
jingles, copy, direction-production . . . 


Send for full details today. 


Gordon M. Day Prods. 
108 E. 30 St., NYC., OR 9-3595 


CREATIVE MERCHANDISER 


Eight years advertising promotion man- 
agement experience including largest soap 
and dairy concerns. Age 30, family. draft 
exempt veteran, willing to relocate 
Guarantee top 5 score any aptitude or 
‘ability-to-think" test or money back 
Don't want security, only outlet for ini- 
tiative, creativity and drive. Seek position 
in agency account or merchandising group 
or with manufacturer under guidance of 
highly competent executive. Detailed re- 
sume available by mail, samples on inter- 
view. Box 7923, Advertising Age, 200 E 
Illinois St.. Chicago 11, I 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio 0 sta- 
tions conduct no-money-down plan. 
e have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


up creative 
counts. Po 


trative al 
creating 


WANTED 


CREATIVE IDEA MAN 


Detroit advertising agency seeks top-caliber man to head 
group working on important national ac- 
on represents unusual opportunity for some 
man in his thirties who has good experience, adminis- 
. gift for writing, and above all, a flair for 
as. Write Box 7920, giving full particulars as 
to education, experience, age, current employme mt status 
and reasons why you feel you can fill this challenging job. 
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KEYL, San Antonio 
TV Station, Bought 
by Fort Industries 


San ANTONIO, July 24—Subject 
to Federal Communications Com- 
mission approval, television Sta- 
tion KEYL here has been sold to 
the Fort Industries Co. 

In announcing the sale, W. D. 
Rogers Jr., v. p. and general man- 
ager of KEYL, said there will be 
no drastic changes, either in per- 
sonnel or policies, due to the 
change of ownership, and that un- 
til the FCC approves the sale he 
will continue to head the station’s 
operations. 

George B. Storer is president of 
Fort Industries. Fort Industries 
also owns WSPD and WSPD-TV, 
Toledo; WWVA, Wheeling, W. Va.: 
WMMN, Fairmont, W. Va.; WLOK 
Lima, O.; WAGA and WAGA-TV, 
Atlanta; WJBK and WJBK-TV, 
Detroit, and WGBS, Miami. 


Wakefield to Schoenfeld 
Wakefield Coffee Co.. Wauke- 
gan, Ill., has appointed Schoenfeld, 

Huber & Green, Chicago, to han- 
dle advertising of its Waycup cof- 
fee, packed in individual bags and 
brewed by the addition of hot wa- 
ter. Newspapers, magazines, trade 
publications, radio and television 
will be used. 


ABC Buys S. F. Radio-TV Site 
American Broadcasting Co. has 
purchased the Eagles Bldg. in San 
Francisco as a site for all its local 
radio and television facilities. 


ee 


— a Proprietary 
writer who knows 
his stuff 


A 4A agency with an excellent 
reputation in the proprietary and 
cosmetic field needs a man who 
knows what you can and can't 
say—who knows the techniques 
who has the hard-hitting style nec- 
essary for results. The pay is very 
good. Enclose a sample or two. 
Our organization knows of this ad 
vertisement. Box 7918. Advertising 
Age. 200 E. Illinois St.. Chicago 
11, T. 


GOOD HACK 
COPY WRITER 
with Idea File 


Seven figure Chicago agency favor- 
ing mail-order, school ond publicity 
accounts — all national media. You 
can be CHIEF if you can deliver. Don't 
try unless you have the experience. 


Box 7919, Advertising Age 
200 E. Illinois St., Chicago 11, Iilinois 


arsrangroy Promotion Man 


Wanted—a 


; 
; 
S> 


Send resume and phot 
Personne! Department 
Better Homes & Gardens — Des Moines, iowa 


SALES PROMOTION MANAGER 


Presently with large appliance manufacturer 
having complete nationa)] and foreign distribu- 
tion. Desire Chicago connection. Experience 
covers all phases of sales promotion, sales train 
ing and advertising, from manufacturer's level 
through distributor and dealer levels to and 
including public relations and retail selling Ex 
perienced speaker and organizer. Married, fam- 
ily, Age 36. Box 7917, Advertising Age, 200 E 
I'linois St.. Chicago 11, Ml 


FOR SALE 
Chicago Advertising Agency 
¢ Sole Proprietorship 
« Complete Recognition 
based on years of service and integrity 
to both clients and publishers 
* Immediate Cash Sale 
as owner is leaving city 
Box 7924, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11. Tl 


J une Sales of Chain Stores 


June— ™% Gain — 6 months “> Gain 
“1951 1950 or Loss 1951 1950 or Loss | 

Food Chains 
*Grand Union $ 13, =. 316 $11, 727,524 524 +179 $ 56.929.211 $ 47,981,768 +187 
*Kroger Co. 1,179 461,701,087 381,328,929 +21.0 
National Tea 27 420, 660 23,052, 759 +189 167,388,556 136,970,520 +22.2 
Safeway . 102,908,544 $2,030,180 +25.5 587,585,745 491,033,619 +19.7 

Group Total $144,160.520 $116.810.463 +23.4 § 811,903512 $§ 675.985.907 +201 
Mail Order 
tSears, Roebuck $229,737.756 $220,653,684 + 4.1 §$1, 065.415.686 $ 956,413,789 +114 
Sprege! 10.618,510 10,650,630 — 0.3 66,164,877 63,356,364 — 4.3 
1Montgomery Ward 92,911,377 96,388,835 — 3.6 aan 173.700 438,.287.682 + 5.2 

Group Tota! $333,267,.643 $327,693.149 + 1.7 $1,592,754.263 $1,458.057.835 + 92 
Drug Chains 
Peoples ... -.$ 4,145,947 $ 3,727,875 411.2 $ 24,040.205 $ 22.192.475 + 83 
Walgreen .... 14,202,261 13,283,920 + 6.9 82,264,281 78,223,595 + 5.2 

Group Total .. $ 18,348,208 $§ 17,011,795 + 7.9 $ 106.304.4866 § 100,416,070 + 59 
Variety and Miscellaneous 
Adams Hat Stores 1,213,228 786 — 6.3 7,284,779 7,580,236 — 3.9 
"Beck, A. S. Shoe 5,260,271 5,196,981 +12 23,325,289 21,832,208 + 68 
Bond Stores 6,323,891 6,278,081 + 0.7 36.793, 382 34,919,787 + 54 
Butler Bros. 8.255.958 9,222,318 —10.5 53,799,963 50,700,848 + 6.1 
Consolidated Retail 

Stores ... 2,023,807 1,982,439 + 2.0 14,025,713 13,699,989 + 2.3 
Edison Bros. . 6.845, 6,198,912 +104 37,655,726 35,696,724 + 5.5 
Grant, W. T. 22,597,923 20,374,340 +19.9 111,185,133 99,163,012 +12.1 
Graysen- Robinson 

Stores . 8,556,233 6.910,208 +23.8 43,230,079 39,297,711 +10.0 
tGreen, H. L. 8,727,523 7,914,450 +10.3 39,655,443 36,394,869 + 9.0) 
tInterstate Dept 

Stores 5.182.038 5.234.509 — 10 24,818,977 24,038,125 + 32 
7 G. R. Co. 3,712,000 3,242,000 +145 17,961,000 15,344,000 +156 

Kresge, S. S. ... 24.23%6.214 22,868,811 + 6.0 133,290,410 123,081,385 + 8.3 
Kress, S. H. . 12.939, 344 11.396, +135 74,513,491 67,760,798 +10.0 
Lane Bryant, Inc 4,308,263 4,181,337 + 3.0 26,233,592 24,036,807 + 9.1 
tLerner : 12,448,958 11,178,799 +114 54.850.465 48,133,120 +140 
McCrory ine 8.243.272 506.562 + 98 44,511,748 42,301,880 + 5.2 
McLellan Stores 4,649,738 4,129,321 +12.6 609 19,429,553 + 6.1 
tMercantile Stores 

Inc 9.181, 9.115.300 + 0.7 47,017,200 44,608,800 + 54 
Miller-Woh! Co. 2,867,514 2,481,286 +15.6 29.560.431 28,012,781 + 5.5 
Murphy, G. C. 3,873,660 12,041,392 +15.2 71,397,825 63,128,598 +13.1 
Neisner Bros. .. 5.053.837 545, +112 26.568.543 24,314,471 + 9.3 
Newberry, J. J 11,916,188 10.745.583 +109 65,520,731 57,490,755 +140 
Penney. J.C. . 86.635.611 76,.564.357 +13.2 438.615, 588 379,278,870 +15.6 
Rose's 5-10-25 483, 1,267,906 +17.0 8.149.665 7,188,841 +13.3 
Shoe Corp. of 

America .. 5,640,626 4,903,076 +15.0 24,249,433 20,572,050 +17.9 

Sterchi Bros. 

Stores , 949,309 1,254,839 —24.3 3.869.007 4.807.279 —19.5 
Western Auto . 14,478,000 14,025,000 + 3.2 73,140,000 65,440,000 +11.7 
White's Auto Stores 

Inc 1,385,717 1,360,036 + 19 6,435,805 6,933,165 — 7.2 

Group Total $290.171,529 $273,416.275 + 6.1 $1,558.269.078 $1,405.186.662 +10.9 

Combined Total . $785.947.900 $734,931.682 + 6.9 $4,069.231.339 $3.639.646,.474 +1158 
“Four weeks and 17 weeks. *Not included in totals. Five months. ‘Five weeks and 26 weeks 

| ‘Eleven months. {Four months. 

| John Wagner & Sons Plans First Regular 

Ad Schedule Since Its Inception in 1847 

| PuHaperpuia, July 24—For 103 Among the new merchandising 
years John Wagner & Sons, im- ideas mentioned by Mr. Weaver 


porter of spices, tobaccos and con- 
diments, depended solely on word 
of mouth to spread its story and 
build its business. 

| Last year, however, with busi- 
jness declining, the company, as 
| part of a reorganization, initiated 
a test campaign in Holiday's mail 


order section. As a result of the 
test, this fall John Wagner & 
Sons will launch a_ regularly 


scheduled advertising program for 
the first time in its history 

How eminently successful the 
test was is disclosed by Norwood 
Weaver, former v. p. of A. C. Niel- 
sen & Co., and president of Wagner 


|} since the reorganization last Oc- 
tober: 
e “The advertising experiment 


was the first thing I planned, be- 
|}cause I felt that we had to come 
| in contact with the public at once.” 
| As a result, he explained, it stim- 
ulated business, added thousands 
lof names to the company’s long 
| and slightly outmoded mailing list, 
j}and started Wagner on the road 
to a newer and brighter set of 
| labels and several] new merchan- 
. | dising ideas 

In fact, the first trial ad in 
Holiday brought in four times as 
much business as the company had 
anticipated, Mr. Weaver told AA. 
During a one-month period, Wag- 
ner saw its sale of black pepper- 
corns from the Malabar Coast 
rise 600% 

Wagner's fall drive, using Holi- 
day and other consumer maga- 
zines, will be used to advertise 
everything from its fine tobaccos 
to rare food delicacies and spe- 
cialties. The ads will be placed di- 
rect. 


e Another factor said to be re- 
sponsible for the launching of 
the advertising drive was a story 
about the company in The Satur- 
day Evening Post last summer. The 
combination of the Post story and 
the Holiday ad has meant that 
hardly a day goes by without 
orders coming in, some enclosing 
signed blank checks. 


was a test earlier this summer to 
sell Wagner imports door to door. 
Two college boys—sons of stock- 


4 $595 ©. eee 
price — or money order 

John Wagner & Sons 

233-4 Deck &., Phile. 6 Pe. ESTARLISHED ier 
holders, incidentally—fitted up 
special kits, borrowed a car and 
began canvassing. This test was 
so successful that Wagner is now 
studying a plan to set up sales 


crews in the East. 


Carow Joins Bozell & Jacobs 

Louis J. Carow Jr., formerly 
promotion and publicity director 
of the U. S. Treasury Dept.’s sav- 
ings bonds divi- | 
sion, has joined 
Bozell & Jacobs, 
Chicago, as an 
account execu- 
tive. 

Prior to accept- 
ing the Treasury 
post five years 
ago, Mr. Carow 
was public rela- 


tions director of 

the Indiana war 

finance commit- lL. J. Corow Jr 
tee. He became 

associated with Bozell & Jacobs 


last summer, while on leave from 
the Treasury, when he handled 
publicity for the first U. S. Inter- 
national Trade Fair in Chicago 


Sundstrand Names Nelson 
Robert N. Nelson, former sales 
engineer for Sundstrand Machine 
Tool Co., Rockford, Il., has been 
named assistant sales manager of 
the company’s pneumatic division. 


Form Utica PR Concern 

John J. Grier and George W 
Ball have formed Ball & Grier, 
public relations, at 266 Genesee 
St., Utica, N. Y. 


Downytlake Wattle Distribution Widened 


PHILADELPHIA, July 25-—Waffle 
Corp. of America, producer and 
freezer of Downyflake one-minute 
frozen waffles, will launch a radio 


and television campaign in the 
Chicago area early in August 
when it begins promotion of its 


pre-packaged product in that area 
for the first time 

The company also has taken 
space in a plant in Chickasha, 
Okla., to begin production of its 
product in order to serve the West, 
Southwest and Midwest more 
rapidly. 

Richards Conly, 
company, said he does not know 
when national distribution will 
be attained. However, the new 
plant is the big step in that direc- 
tion, now that distribution has 
been completed in New England, 
Middle Atlantic states and part of 
the Midwest. 


president of the 


@ The new campaign in Chicago, 
through J. M. Korn & Co., Phila- 


delphia, will consist almost en- 
tirely of spots until a good tele- 
vision program can be purchased, 
ADVERTISING AGE learned. Nothing 
has been scheduled for newspapers 
in Chicago because of the tre- 
mendous success resulting from 
radio and television to date in 
every area where the company has 
obtained distribution 

The Downyflake waffle is baked, 
quick frozen and then packed in 
cellophane packages, six to a 
package. All the housewife has to 
do is take the waffles out of the 
refrigerator, pop them into an 
ordinary toaster without defrost- 
ing, and serve them. 


Save with $1.00 art 


$1 buys the prestige of top 
agency art for your ad under 
our repro plan. Select from 4000 
subjects, pay only $1 for those you 
log ses, Natl. Ad Mgrs 

write for free brochure & “use” agreement 

| STIVERS STUDIO 

67 main ST 


+ SAN FRANCISCO 5 CaLit 


use Recognized 


PICK UP QUICK, too 


when WTAR sells the Norfolk 
Metropolitan Sales Area for You 


There's a juicy potential for auto and automotive after- 
market sales in the Norfolk Metropolitan Sales Area — 
Norfolk, Portsmouth, and Newport News, Virginia. Sales 
Management* says $104,192,000. You can get your 
share of this big, eager and able-to-buy market at low- 
est sales costs with WTAR, Number | station in Vir- 
ginia's Largest Market. Why? Hooper shows that most 
Nor-Folks listen to WTAR most of the time, and WTAR 
delivers more listeners-per-dollar than any other local 


station or combination. 


Ask your Petry man to show you how WTAR can pick 
up extra sales and profits for you, or write us, today. 


*Survey of Buying Power, May 10, 1951 


NBC Affiliate 
5,000 Watts Day & Night 


Nationally Represented by 
Edward Petry & Co., Inc 


Norfolk, Virginia 
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American advertisers put at the top of their lists the magazine with the 


world’s largest circulation of women. Yearly averages show that more 


advertising dollars are invested per issue in Ladies’ Home Journal 


than in any other magazine. LADIES’ "10 UR N AL THE MAGAZINE 
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Advertising Age 


Feature Section 


Come On In—The Whisky's Fine 
An Advertising Czar? No! Says Woolf 
Tips on Headline Spacing 


Old Timers: Good Ambassadors 


' THE NATIONAL NEWSPAPER OF MARKETING 


How Television Viewing Has Changed the Family Life 
of South Shore High School Students 


This is the second of a series review- 
ing results of four years of television in- 
vestigations at Chicago’s South Shore High 
School. Philip Lewis, instructor at South 
Shore and television editor of Educational 
Screen, has made the data available to 
ApverTisinc Ace. Reproduction of any 
part of the articles is expressly prohibited 
without written permission from Mr. 
Lewis. 

By Bruce M. Brapway 


Although television programming and 
the amount of leisure time available to 
viewers are the most important factors 
in determining the amount of time spent 
in watching television each week, such 
items as the size of the TV screen; indoor 
or outdoor antenna; the amount of diffi- 
culty which a viewer has in tuning a set; 
the location of the set; the size of the 
family and the composition of the fam- 
ily also govern the amount of television 
viewing per week. 

Philip Lewis’ four-year study of the ef- 
fect of TV on high school students and 
their families indicates that all these 
factors influence the amount of viewing 
and the selected viewing times to an ex- 
tent that is seldom appreciated. 

In his most recent survey of the 1,100 
South Shore students with a television set 
at home, he found that 73% of the stu- 
dents from TV homes had outdoor anten- 
nas, while 27% had indoor antennas. 
Students whose sets had outdoor anten- 
nas spent 15.7 hours a week watching 
television, while the indoor antenna group 
spent only 13.5 hours a week in front of 
the set. 


e The size of the television screen seems 
to be a negligible factor in determining 
the amount of viewing per week, as 
shown in the following table (the 20” 
screens still are relatively new, hence al- 
lowance should be made for the novelty 


factor): 
Size of TV Views Number 
Screen Hours per Week of Cases 
- 14.89 29 
10” 16.85 145 
12” 16.36 310 
16” 15.92 490 
19” 16.62 86 


20” 22.13 15 
Students were asked if they had diffi- 
culty in tuning their television sets and 
also if either of their parents have such 
difficulties. A total of 8% of the students 
reported that they had trouble tuning in 
selected video shows and 21% of the re- 
spondents said that one or both of their 
parents had difficulty in tuning. Like the 
generation that grew up with radio, to- 
day’s youngsters thus would appear to 
be more mechanically facile than their 
parents. 

Because of the size of the sample, it 
is difficult to correlate other factors men- 
tioned with amount of Viewing and come 
out with a significant result, but the basic 
information derived from the study sug- 
gests a number of possibilities for fur- 
ther investigation. 

As is shown in the accompanying di- 


al 


100 200 300 
| | 
| | 

} 


THE TV SCREEN SiZE—The size of the tele- 

vision screen has a definite effect on the 

length of time a family spends in watching 

television each week, according to results 

of South Shore High School investigations. 

The chart shows the relative popularity 
of various sizes of sets. 


agram, the large majority of TV sets are 
located in the living room—a not unex- 
pected result. However, a surprisingly 
large proportion of the total are located 
in the dining room, in the library or den 
and in the basement or recreation room 
—locations which could be expected to 
have a definite influence on viewing 
habits. 

Of the 1,100 students whose families 
have television sets, 103 reported that 
they have changed the location of the set. 
The bar chart indicates the various rooms 
to which the sets were moved. 

A total of 41 South Shore students live 
in two-set television homes. All were 
asked why they have more than one set. 
Fourteen replied that the second set was 
purchased because of family arguments 
about programs; six because the children 
entertained in the living room and parents 
had to get a second set to see programs; 


three because of sickness; three because 
the second set was given as a present; and 
two because a relative who lives with the 
family has his own set. There were a va- 
riety of other reasons, including: “My 
father experiments with our TV set and 
then we have to get another.” 


es As might be expected, the eyesight 
of viewers influences the amount of time 
spent in viewing. Students with normal 
eyesight reported that they could watch 
television for an average of 5.8 hours at 
a time without eyestrain. However, 403 
students with sight difficulties reported 
the following information: 

Nearsighted, without 
cases), 5.15 hours. 

Nearsighted, with glasses (195 cases), 
4.68 hours. 

Farsighted, without glasses (18 cases), 
3.88 hours. 

Farsighted, with glasses 
4.48 hours. 

Thus, nearsighted persons appear to 
be able to watch TV longer if they do 
not wear glasses, whereas farsighted per- 
sons with glasses can view television for 
longer periods without eyestrain than 
farsighted persons without glasses. 

Television has brought about numer- 
ous changes in living habits among mem- 
bers of TV families. One of the most in- 
teresting such items discovered by Mr. 
Lewis in his studies is the effect of TV 
upon vocational ambitions of high school 
students. 


glasses (112 


(78 cases), 


s More than one-third (438 out of 1,100) 
said that they were interested in career 
possibilities of television, in the latest 
study. Earlier, all students who indicated 
interest in video as a vocational possi- 
bility wanted to be television performers. 
In a period of three years, however, high 
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TV SET LOCATIONS—About 20% of the families with television sets operate the receivers 
outside the living room, according to data compiled at Chicago’s South Shore High 
School by Philip Lewis, instructor at the school. As shown in the diagram, about 7% 
of the sets are placed in the dining room, almost 7% in the library-den-study, and 


smaller percentages elsewhere in the house. 
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DATE OF PURCHASE—More than half the gets 
in use in the homes of South Shore High 
School students as of early February this 
year were purchased in 1950. Even thotigh 
the sample is urban and weighted in fapor 
of the _ better-than-average economic 
group, the data reflect major trends in 
TV receiver marketing during the pas 
three years. ? 


school students have learned more about 
the medium and about the variety of jobs 
which are required to put shows on the 
air. 

Thus, while 37% still say they are in- 
terested in becoming television perform- 
ers, 17% are interested in the work of an 
engineer; 17% are interested in becoming 
camera men; 8% mentioned the work of 
an artist; 8% a director; 5%, makeup; 
3.5%, lighting technician; 1.5%, costume 
designer; 1%, sports announcing, and 
smaller percentages listed modeling, an- 
nouncing and script writing. 

Interest in television among high 
school students is more than just a mat- 
ter of sitting home twisting dials. A total 
of 319 out of 1,100 have visited a tele- 
vision studio as a spectator and 99 
(about 9%) already have performed on 
television or appeared on TV shows 


s Moreover, 49 South Shore students 
took the trouble to view the local dem- 
onstration of color television. When stu- 
dent televiewers were asked whether 
they would be willing to pay $1 per pro- 
gram for Phonevision, 620 said “yes.” 

One of the questions on the latest 
questionnaire was designed to discover 
the most interesting experience which 
the students have had in connection with 
television. 

A total of 


147 said that “watching 


Channel 2” topped the list. Channel 2 
at the time was operated on an experi- 
mental basis in Chicago for the 90-day 
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test of Zenith’s Phonevision. When the 


study was made, the sound still was un- 
scrambled and the picture, although 
blurred, could be seen. Watching the wig- 
gle on TV was easily the most popular 
indoor video sport in Chicago during the 
first quarier of 1951 

Also on the list of “most interesting 
experiences in connection with television” 
were the following (with number of men- 
tions): watching sports in general, 28; 
appearing on TV, 20; watching the fire 
downtown, 20; watching a friend per- 
form, 17; All-Star baseball game, 15 
Other experiences, such as “having first 


10 0 10 20 0 50 


Living Room 


Bedroom 
Recreation Room 
W Room 
Library 


Breakfast Nook 


Back Porch 


LIVING ROOM FiIRST— When television sets are 
moved from one room to another, the 
living room appears to be the most popu- 
lar destination, as shown in the chart 
above, which is based on studies made 
@t South Shore High. Results of the sur- 
®ey indicate that location of set, screen 
Size and type of antenna have a very tm- 
portant effect on television viewing habits 


gt in neighborhood and becoming very 
popular,” “a certain TV party,” “watch- 
i®g color television” and others received 
fewer mentions 


@ The survey, obviously, was limited to 
Hornes of high school students. It is in- 
teresting, however, that students from 
fion-TV homes reported fewer brothers 
amd sisters than those with television 
/ It is evident from the replies to a ques- 
Q thon regarding the changes which televi- 
‘gion has effected in family living habits, 
that high school students’ lives definitely 


Salesense In Advertising ... 


have been changed by a medium which 
claims almost as much time weekly as 
they spend in school. In general, the ad- 
vent of television has been accompanied 
by a decline in movie-going, less time 
spent away from home, less time for hob- 
bies, reading, homework, etc. 


es However, among the students who have 
had television longest, there are indica- 
tions that a critical attitude toward the 
medium is beginning to develop. For ex- 
ample, 13 said that they don’t like tele- 
vision; 29 watch only when most in- 
teresting shows are on; six said that they 
listen to the radio more than before TV 
and two said that they are tired of the 
“same old programs.” 

The students exhibited both candor and 
perspicacity when asked to describe how 
television had changed the lives of their 
fathers, mothers, sisters and brothers. 

For example, one pupil said his father 
now “comes home, sits down in front of 
the TV set, yells for his supper and says 
‘shhh’ to everyone around.” Others re- 
ported that father “doesn’t talk any 
more”; “drinks more beer”; “refuses to 
tend the fire”; “relaxes more at home”; 
“beats my brother more,” etc 

Most frequently mentioned changes in 
father were: None (250); goes to movies 
less (216); stays home more (127); stays 
up later (53); fewer activities (35); eats 
earlier (32); does less reading (24), and 
invites more company over (23) 


e As for mother, 370 reported no change; 
240 said fewer movies; 158 reported a 
change in the dinner hour; 65 said there 
is more company and an equal number 
said that their mothers go out less; 58 
said TV hinders housework, and 45 re- 
ported a later bedtime. 

It is apparent that, while television 
successfully competes with other activities 
of younger brothers and sisters—some- 
times to the exclusion of all else—as boys 
and girls grow older, TV programming 
meets serious competition from normal 
teen-age activities. Only top-notch pro- 
grams or the lack of something better 
to do will keep the 17- and 18-year-old 
youths home in the evening 


An Advertising Czar? Perish the Thought! 


By James D. Woo.r 


now and then my mail brings 
in outraged citizen who 
insists that the advertising 


in erying need of a czar after the pat- 


Every 
me a yelp from 
business is 


tern of the late Judge Landis and Will 
Hays 
This idea, from 


vhere I sit, makes no 
Not only 


is it the very antithesis 


ense at all 


of free enterprise and 

the American way. It 
: 

is as wholly impracti- 


cal as the “noble ex- 


periment.” 
Not that advertising 


isn't often guilty of Jim Woolf 

many transgressions. We all know that 
it is. Sometimes it is in revoltingly bad 
taste. Very frequently it is dishonest 


Even oftener it is noisy and clamorous, 
which is bad enough in itself, but which 
is an intolerable offense to the dignity of 
man when it seeks to make of him a 
“captive audience.” 


e But advertising is not alone in its guilt 
Over-the-counter salesmanship—or any 
kind of salesmanship for that matter— 
is often equally offensive and immoral. 
Thousands of salesmen are not above dis- 


honest misrepresentation of their mer- 
chandise; they can be expertly offensive in 
matters of good taste; and they can be as 
noisy as Sen. LeBlanc at his noisiest. And 
then, of course, always with us are the 
Speaking of them, Sen. Wil- 
Fulbright says that “the law can- 
not restrain men from avarice and glut- 
tony.” There is a growing need, he de- 
clares, for a clarification, a restatement, 
of the moral standards of government 
conduct 


politicians 
liam J 


The truth is, as I see it, that the law 
cannot restrain men from avarice and 
gluttony in any bracket of human enter- 
prise. If the law attempted such restraint 
through the instrument of czars, free 
speech and free enterprise would be dealt 
a mortal blow 


e@ How, then, can the 
advertising be 


transgressors in 
That 
measure of restraint is desirable has long 
been recognized. Shortly after the turn of 
the century the Associated Advertising 
Clubs of America felt impelled to organize 
a National Vigilance Committee, and 
French wrote his admirable 
‘Credo for Advertising Men.” The Na- 
tional Better Business Bureau came into 
being. And the Federal Trade Commission, 
more active and aggressive now than 
ever before, began striking blow after 


restrained” some 


George 


y 
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Presumably other distillers have 


table, if you'll forgive the reference. 
Incidentally, Mr. Wachtel 
an autographed picture? 
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blow in the interest of honesty in adver- 
tising. But these activities are not czarism 


Self-Regulation Best 

The only kind of czarism that has 
any chance to succeed, over a long period 
of time, is an individually self-imposed 
one. When every man in the business— 
advertisers, agencies, media, entertainers 
—appoints himself his own czar over his 
own moral standards of advertising con- 
duct, our industry will find itself em- 
barked on new and happier voyages of 
achievement. 

Each of us our own czar over our pri- 
vate advertising conduct? Yes, that is 
exactly what I mean, and I believe it is 
the only solution, in this wonderful nation 
of free speech and free enterprise, that 
holds forth much hope. 

What is wrong with advertising, in 
terms of honesty and good taste, seems to 
be the indifferent standards of those who 
make their living in the business. For ex- 
ample: According to the July issue of 
Reader's Digest, 900 daily and 4,500 week- 
ly newspapers carry Hadacol’s ads, and 


radio stations broadcast a continuous 
drumfire of 5,000 “spot” testimonials a 
day. 


s Most if not all of these publishers and 
radio people must know that Hadacol is 
an exceedingly questionable nostrum. If 
they don’t, they are naive and simple- 
minded almost beyond belief. My senti- 
ments on transgressions of this kind are 
summed up perfectly in a recent editorial 
in this very newspaper: “The only point 
that is clear is that every advertising 
medium has a continuing duty to scan 
all advertising with the utmost care, and 
to make certain, within the limits of its 
facilities and abilities, that no advertising 
which appears in its pages violates the 
accepted standards of good advertising- 

the precept of decent products presented 


The Creative Wans Corner 


Not only is the factory back in modern advertising, but so is the presi- 
dent. This time, however, the president gets real chummy and suggests you 
pop in for a visit. He won't be there to see you, but the magic of vacuum 
distilling and a hospital-like cleanliness will 


guards 
properties. You might see whisky made the old-fashioned 
Fortune describes the genesis of Jack Daniel bourbon 
be good. Nowadays whisky’s got to be made the way penicillin is to be any 
good. You tried a penicillin cocktail lately? Bro-ther-r-r-r! 

Sooner or later you'll be taking the stuff via a boiled hypodermic needle 
Or off a sterile teaspoon. More doctors prescribe Calvert than any other 
whisky—the same way they smoke Camels. 

This combination of the old and the new is quite a development in whisky 
advertising. The factory, the president 
modern camaraderie. Come on in, the whisky’s fine 


do we get a free swig when we arrive”? Or just 


ore rr rrr rrr rrres 


You interested? 


Cahert Distillers Corporation A 


their 
way, the way 
And this wouldn't 


posted to keep you off 


plus hospital cleanliness and the 
and we're really hospi- 
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to the buying public.” (The italics are 
mine.) 

More than one medium, of 
makes an earnest effort to keep its ad- 
vertising pages clean and honest. One 
notable example is Good Housekeeping: 
another is the New York Times. A certain 
highly-respected women's 
currently bearing hard on the 
Spring Maid company about its copy 
Both the Chicago Tribune and the Chi- 
cago Daily News are among a few news- 
papers that are refusing Hadacol advertis- 
ing. But, by and large, most media, par- 
ticularly in the newspaper field, gladly 
accept whatever linage comes their way 


course, 


magazine is 
down 


Goes for Entertainers, Too 

What goes for media, in my book, also 
goes for entertainers. I cannot believe 
that such intelligent and sophisticated 
persons as Groucho Marx and George and 
Gracie Allen believed that Hadacol would 
“restore a youthful feeling and appear- 
ance” and that it “assures good health,” 
lethally dealt with by the 
Federal Trade Commission. Yet these en- 
tertainers participated in the razzle-daz- 
zle promotion of this 


two claims 


patent medicine 
praphrasing Sen. Fulbright, 
there is a need among the nation’s radio 
entertainers for a clarification and re- 
statement of the moral standards in their 
business 


Perhaps, 


@ The several associations that represent 
agencies, advertisers and ad clubs might 
well practice a little more self-imposed 
ezarism. Sen. LeBlanc was enthusiasti- 
cally applauded when he addressed the 
Des Moines Advertising Club, and he has 
been received with acclaim by a number 
of other advertising groups. It is my im- 
pression, but I may be wrong, that almost 
any advertiser, no matter how noxious 
his product and how shabby his advertis- 
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ing, is permitted and even invited to join 
his local advertising club. 

It is also my impression, and again I 
may be wrong, that the Four A's does not 
look too deeply into the moral conduct of 
applicants for membership. 

It’s beginning to appear, at least to my 
jaded eyes, that advertising agencies too 
frequently do not let the right hand know 
what the left hand doeth. The Federal 
Trade Commission has just ordered 
the American Tobacco Co. to stop claiming 
that Lucky Strike cigarets are “less ir- 
ritating” than other brands and that they 
are easy on the throat. The order also pro- 
hibits the claim that independent to- 
bacco experts prefer Luckies 2 to 1. Is it 
possible that Lucky Strike’s knowledge- 
able agencies, past or present, believed in 
the absolute truth of these claims? 


@ What's wrong or right isn’t the only 
consideration. There's also the selfish con- 
sideration of what’s good for advertising 
in our present social and political climate. 
I have a notion—but can’t prove it—that 
during the last couple of decades business 
has lost caste with the American people. 


Employe Communications... 


Old Timers Make 


By Rosert Newcoms and Marc SAMMONS 


A few weeks ago the Florida Power 
Corp., with headquarters at St. Peters- 
burg, announced that the first unit of 
its new plant at Booth Point had become 
a part of the company’s inter-connected 
system with a capability of 45,000 kilo- 
watts. When the other two units are com- 
pleted in 1953, this plant will have be- 
come the largest power plant in Florida, 
with a capability of 135,000 kw. 

Now this statistical intelligence is of 
interest principally to Floridians and 
those in the public utility field, and pro- 
vides no great emotional tremor for those 
in employer-employe communication. But 
behind the bare announcement of this ex- 
panded facility is a news story to which 
communicators can profitabiy latch. 


@ In opening up this new plant, the peo- 
ple who were honored first and foremost 
by being invited to view it were the 92 
employes of Florida Power Corp. who 
are members of the Pioneers Club. These 
individuals all have 25 or more years 
of service, and several of them have long 
since retired from active duty. All of 
these were rallied, naturally as guests of 
the company, for a celebration marking 
the opening of the new plant. They were 
on deck in the control room, happy and 
excited, when the power went on, and 
they cheered as though they were the 
collective backers of a dark horse that 
came in first 

At the Pioneers Club celebration, all 


If this is not true, then the moral! fiber of 
the people has been weakened by the 
cheap and tawdry practices so general in 
business today, especially in advertising 
Maybe it’s gotten so that the people just 
laugh and shrug it off. I don’t know. 

It is not being suggested here that ad- 
vertising people, especially publishers, 
should set themselves up as all-wise, 
omniscient tin gods vested with arbi- 
trary authority in turning thumbs down 
on advertisers. The line between what is 
good and what is bad is often exceedingly 
thin, and more often than not there is 
little or no time for investigation. Investi- 
gations by the Federal Trade Commission 
sometimes extend over months and even 
years. But it seems to me that publishers 
and radio stations and networks could, 
“within the limits of facilities and abili- 
ties,” raise their sights by a very consi- 
derable number of notches. 

An advertising czar isn't the right 
American answer. More statutes on our 
law books aren’t the answer either. In 
the final analysis, don’t you think it is 
up to each of us to be his own czar over 
his private advertising conduct? 


Good Ambassadors 


the old timers got together. They visited 
with the retired president, after whom 
the new plant had been named, and with 
the man who succeeded him. There were 
women “pioneers” too—gals who had 
racked up 25 years with the company. 
An enterprising managing editor of the 
employe paper, “Power Lines,” saw to it 
that the faces of the pioneers were re- 
fiected in a big page of pictures in his 
next issue. Tom Guthrie, the managing 
editor, gave the celebration story good, 
readable treatment. 


@ As time passes, other employes will see 
the new power plant. Local and state 
officials will be invited to look it over 
Possibly the families of employes will 
have a chance to see it and later, mem- 
bers of the local and neighboring com- 
munities. 

What Florida appreciates is 
something that quite a few companies 
ure still taking too long to learn: Your 
old timers make good ambassadors. This 
is clearly true of a public utility, but it 
is just as true of any company sensible 
enough to know the value of public good 
feeling. These veterans, especially the 
ones who have left active service and who 
make their daily excursions into the com- 
munity to visit with old friends, can 
create a continuing atmosphere of warmth 
toward an organization 

That's a good thing to have whether 
the company produces a consumer item 
or not. 


Power 


Mail Order and Direct Mail Clinic... 


Don't Take Chances on Suppliers 


By Waitt NORTHMORE SCHULTZ 


A good supplier is a key man in a suc- 
cessful mail order operation 

A good supplier can literally make or 
break a growing mail order firm. A bad 
supplier can put you out of business over 
night 

I know of a company where that al- 
most happened 

This mail order firm found what it be- 
lieved to be a “hot item.” 

The advertising manager worked up 
ads on the item for use in proved media. 

And how that gadget sold! 

Orders came in by the hundreds at 


first. And, luckily, this company had a 
good supply on hand to fill these first or- 
ders 

But then the orders began to multiply 
Frantically the supplier was called and 
asked to ship a carload at once 

“Oh, we're not making that item any 
more. And we're going out of business,” 
was the reply 

And still the orders came, now by the 
thousands 


@ What to do”? 
First, all remaining ads on that item 
were canceled immediately. 


Next, the company began refunding 
thousands of checks it had already cashed 
anticipating that the item would be de- 
livered. 

Finally, months later, the orders 
stopped coming. But this mail order firm 
had refunded over 25,000 checks! So, 
your suppliers must be dependable. 

Here, in my opinion, is a good supplier 


The Eye and Ear Department... 


41 


1. He's near you. 

2. He’s dependable 

3. He's reputable, 
keeper of a promise 

4. He delivers promptly 

5. He unconditionally guarantees his 
product. 

That's a good supplier. And that’s what 
you must have when you sell by mail 


well-rated, and a 


Private Eyes 


“Charlie Wild, Private Detective” is 
sponsored by Wildroot over CBS-TV ev- 
ery Wednesday night. At the close of the 
program, after the usual number of cred- 
its, the statement is flashed on the TV 
screen that “any similarity on this pro- 
gram to persons living or dead is purely 
coincidental.” After 25 minutes of Charlie 
Wild, one wonders if this is necessary. 

There are some private eyes on radio 
and TV who seem to have a reason for 
being. The Saint, while slightly fantastic, 
at least is well delineated and credibly 
portrayed by Tom Conway. Nick Charles, 
Mr. North, Nero Wolfe—all have measur- 
able degrees of reality as private eyes 
But Charlie Wild never quite comes to 
life. He has no particularly likable or 
even memorable characteristics—just a 
sort of youthful insouciance. Even his 


Tips for the Production Man... 


interest in dames isn’t the backside- 
pinching variety but just a sudden and 
passing fancy, the kind a high school 
junior or senior might develop on the 
dance floor 

Private eyes—to be in the best tradi- 
tion—should be slightly bizarre or fay 
individuals. Unlike reporters, they should 
not be too young. A little gray at the 
temples is close to essential. It also helps 
if they are connoisseurs of something 
Charlie Wild exhibits none of these char- 
acteristics. As a result, he seems unneces- 
sary to what goes on 

The commercials are as lacking in con- 
viction as Charlie Wild. They seem played 
mostly for technique, with nothing par- 
ticularly memorable in them about either 
the product or what it does. 


Spacing Faults in Headlines 


By Kennetu B. Butter 


“What type designers have put together, 
let no man put asunder” is a paraphrase 
which has a lesson in it for advertising 
production men in their use of headline 
type faces 

Some of the results we see every day 
in typography are not enviable because 
this philosophy is not heeded 

Take the spacing of words in the head- 
line. The compositor, left to his own craft, 
places between the words of the headline 


EXAMPLES—Two headline treatments that violate sound spacing principles. Left 
have three to four times the proper amount of spacing. Right 


use of letter-spacing. I agree that some @- 
tremely condensed type forms are ifm- 
proved with moderate letter-spacing Also 
that the construction of some of our lé@t- 
ters (notably the capital A, O, V and W) 
may require mild letter-spacing in order 
to create evenness of color in a line. Be- 
yond this, I believe we should follow the 
axiom that the guy who designed the 
type knew best. Letter-spacing should 
not be indulged in when using lower cage, 
italics, script, or text faces 


The World 


Words 
Insufficient spacing be- 


tween words of letter-spaced line, and display line is so weakened through letter- 
spacing that a larger type size is needed. The idea expressed by the undulating line 


is a honey, however 


the normal word-spacing called for by 
the size of the type used. This word-spac- 
ing is neither too great nor too little. It is 
sufficient to separate the words and to 
permit an swift 
thought 

Too often, and the left-hand illustration 
is an example, the production man is try- 
ing for even (or uneven) spacing of line 
lengths. He instructs the type-setter to 
put in extra word spacing to achieve this 
end. Or, in working with phototype or in 
doing his own art paste-ups he forgets 
what the compositor knows—he separates 
the words with more than normal spacing 

The result is a weak, svlit headline that 
is hard to read and bad-looking. In such 
cases, use the space that would be oc- 
cupied by an average letter, just as we 
do in spacing words on a typewriter 

Other ill-fated results arise from the 


even, exchange of 


Letter-spacing not only costs more, but 
it weakens the strength of the type. Thus 
bold face type tends to become medium, 
large sizes tend to appear smaller 

And here we come to a common fault 
of both production men and compositors 
in letter-spacing they forget to increase 
spacing sufficient 
amount. This causes the words to run 


between words in 
together, as in this line 
DOUBLE WORD SPACING 
USEDHERE 
A good rule to follow in letter-spacing 
is to allow between words double the let- 
ter-spacing plus double the width of an 
average letter, as in this line: 

ABOVE SPACING 
FORMULA USED HERE 
Just another thing for the production 

man to keep in mind when checking 
proofs or in doing layouts or paste-ups 
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Hot? Well, Take Off Your Coats, Men... 
Survey Shows Your Bosses Don’t Object 


PHILADELPHIA, July 25—In an 
exceptionally well-timed report, 
National Office Management Assn. 
has announced that its second an- 
nual office customs survey shows 
only 2% of companies nowadays 
do not allow men employes to re- 
move their coats. 

More than three-fourths of 2,100 
companies participating in the sur- 
vey indicated that their men can 
remove their coats at any time, 
and an additional 13% allow their 
men to remove their coats in warm 
weather only. In fact, 82% of the 
companies that permit men to take 
off their coats at work also let 
them go coatless if they want to 
while dealing with customers or 
the public. 

The association reports, further, 
that only 4% of the companies 
concern themselves officially with 
the dress of their office workers 
Only 3% forbid smoking entirely. 
However, 42% said they restrict 
the smoking of women employes 
on the job. This percentage was 
just about the same as for com- 
panies that allow men unrestricted 
smoking privileges. 


@ Questioned about between meal 
snacks, 85% of the companies in- 
dicated that they allow for these. 
And half of those not on record 
okaying worktime eating con- 
@ded that they pay no attention 
t® violations of no-eating rules. 
' The association found that the 
S@andard office work week is 
SBrinking in hours, “almost 
twice large a percentage of 
Companies show a work week of 
umder 37 hours as did in a similar 
rvey in 1946. The group work- 
ra from 37 to 39 hours per week 
2 grown by over 25%, while [the 


as 


as 


mber] working over 39 hours 
fas become smaller. There is a re- 
duction of 25% in the companies 
Working 40 hours.” 

According to the report, “The 

»st popular starting time is be- 
tween 8 and 8:29 a.m. Fifty-six 
per cent of the companies respond- 
ifg to the survey begin the work 
day in that period, and 31% starts 


between 8:30 and 8:59. Com- 
panies setting their starting for 
9 a.m. and later equal only 15% 
of the number that favors 8 to 8: 20. 
Fewer than 100 companies indi- 
cated that they started work be- 
fore 8 a.m. 

“Over half of the responding 
companies stop work in the office 
between 5 and 5:29 p.m. The next 
favored quitting time is between 
4:30 and 4:59 p.m., with 31% an- 
swering here. Just over 100 of the 
2,100 companies indicated that 
they quit before 4:30; 123 com- 
panies quit after 5:29.” 


e Continuing, the association said: 
“When asked what policy is fol- 
lowed when the husband or wife 
of a present employe applies for a 
position, the responding companies 
were about evenly divided. Half 
said they would reject the applica- 
tion and the other half said they 
would ignore the family relation- 
ship and consider it as they would 
any other. When two employes 
marry, 35% of the companies 
would move them to separate de- 
partments, and 14% of the com- 
panies consider it necessary to 
dismiss the wife or husband.” 

Married women aren't finding 
their sex a barrier to employment 
in the present day office, the sur- 
vey shows. “Ninety-three per cent 
of the responding companies indi- 
cated that they do hire married 
women.” 

Replies to the final question in 
the survey bore out the suspicions 
held by the association that cuspi- 
ders have not entirely faded from 
the office scene. One-fifth of the 
offices still have cuspidors in use. 
Only 1% of these companies pro- 
vide a cuspidor at every desk, but 
18% provide them if requested. 

The survey was made by the as- 
sociation’s technical division, un- 
der the direction of its national re- 
search committee, headed by E. D. 
Herring, Atlantic Refining Co., 
Philadelphia. 

Copies of the survey may be ob- 
tained from the association, 132 
West Chelten Ave. here, for $2. 


‘Career’ Ads Tell 
Collegians About 
Job Opportunities 


Cuicaco, July 26—A_ publica- 
tion launched last year to put bus- 
iness companies in touch with 
prospective employes among col- 
lege seniors has been expanded un- 
ter the hands of new principals. 
Career Inc. has-announced that 

annual Career will go next 
winter to 165,000 college seniors 
and 1,000 libraries, carrying adver- 
tisers’ explanations of how their 
‘ompanies operate and what op- 
portunities they offer to job ap- 
plicants. The controlled circula- 
tion publication consists entirely of 
the ads. Last year’s first issue had 
-ontrolled circulation of about 30,- 
000 

New rates are: For the eastern 
edition (96,000 circulation), $690 
for one page, $1,140 for two; mid- 
western edition (75,000 copies), 
$585 for one page, $990 for two; 
national edition, $990 for one page 
and $1,860 for two 


I's 


e Career Inc., founded by Yale 
University students Paul Bancroft 
and William A. Douglas, is now 
headed by T. R. Robertson, presi- 
dent, and John Martin, secretary- 
treasurer. Active head of the or- 
ganization is Mr. Douglas, editor, 
with Marjorie Sweeney associate 
publisher. Miss Sweeney for- 
merly was associate editor of Ap- 
VERTISING AGE. Salesmen, all Yale 
men, include Mr. Douglas, Rich- 
ard Adams, Putney Westerfield, 


Thomas Connelly and William 
Farnsworth. Deadline for Career 
insertions is Sept. 15, with publi- 
cation date Dec. 15 

Offices are at 520 N. Michigan 
Ave., Chicago, and 70 W. 40th St. 
New York. 


Cincinnati Sees Color TV 
Programs For First Time 

Cincinnati got its first look at 
color TV on July 20, when Sta- 
tion WKRC-TV started broad- 
casting the complete CBS color 
schedule. Getting the programs 
from CBS in New York via the 
usual coaxial cable network facil- 
ities, WKRC-TV broadcast the 
color programs through July 28. 

Cincinnatians saw the programs 
on the new Colorvision combina- 
tion sets made by CBS-Columbia 
Inc., set-making subsidiary of 
CBS. One receiver was rotated 
among city supermarkets of the 
Kroger Co. 


Schuster Rejoins Hoffman 

M. D. “Bud” Schuster has been 
named national sales manager for 
Hoffman Radio Corp., Los Angeles. 
He had been general manager of 
the Hoffman Sales Corp., distrib- 
uting agency for the company in 
Los Angeles, until he joined the 
Magnavox Co. as a district sales 
manager two years ago. R. J. Mc- 
Neely will continue as director of 
sales for the entire Hoffman organ- 
ization. 


Names Three to S&S Board 


New members of the board of 
directors of Street & Smith Pub- 
lications, New York, are Ralph R. 
Whittaker Jr., executive v. p.; Ar- 
thur P. Lawler, v. p.; and Thomas 
H. Kaiser, treasurer. 


OUT FOR NO. 14—This trio attending New York luncheon to announce Study No. 

14 in the Continuing Study of Transportation Advertising, conducted by Advertising 

Research Foundation, includes N. Gist Lamdin (left) of Nation-Wide Bus Advertising, 

president of the National Assn. of Transportation Advertising; Phil Everest, NATA 

managing director; and Tom Kizer, president of California Transit Advertising, whose 
company sponsored the study in connection with NATA. 


Dow Chemical Issues 
Booklet to Assist 
Ad Representatives 


MIDLAND, Micu., July 24—Dow 
Chemical Co. has issued an inter- 
esting booklet designed to famili- 
arize media representatives who 
call on Dow with the sales and 
promotion problems peculiar to 
the company. 

The booklet, entitled “The Me- 
dia Representative’s Interview 
Guide,” is designed for use as a 
reception room welcome booklet 
and as a mailing piece for publish- 
ers and other media owners. 

The booklet begins with a wel- 
coming message explaining why 
and how Dow feels that interviews 
can be made more mutually profit- 
able. The introduction is followed 
by a brief description of the com- 
pany, its products and markets, 
basic sales methods, and types of 
advertising. 


e Advertising department person- 
nel are listed next, according to job 
responsibility, and, finally, in- 
formation is provided regarding 
local hotel accommodations, trans- 
portation facilities, etc. 

The booklet, in file folder form, 
is maintained on a _ continuing 
basis, with appropriate revisions 
made as changes occur in products, 
sales and advertising policies, etc. 

MacManus, John & Adams, De- 
troit, is Dow’s agency. 


20th Century to Use CBS 
Color for Its Theater TV 


Twentieth Century Fox, New 
York, has completed negotiations 
with Columbia Broadcasting Sys- 
tem for the use of CBS color TV 
with the film company’s Eidophor 
theater television system. There 
are no theaters vet equipped with 
this system, which 20th Century 
obtained in Switzerland, but the 
company said it expects to pre- 
sent theater-size color TV in the 
fall. 


Cohama Promotes Protecto 


Cohama Fabrics is running a 
July and August trade campaign 
for its Protecto anti-stain treat- 
ment. Ads are running in Cali- 
fornia Apparel News, Daily News 
Record and Women’s Wear Daily. 
Co-op ads with fabric manufac- 
turers are appearing in California 
Men’s Stylist and Women’s Wear 
Daily. TV spots are being used in 


Los Angeles. Walter McCreery 
Inc., Beverly Hills, is Cohama’s 
agency. 


Tyson Changes Hours 

O. S. Tyson & Co., New York 
agency, has announced that effec- 
tive at once its office hours are 
8:45 a.m. to 4:45 p.m., Monday 
through Friday. 


Smith Opens Consulting Firm 

Charles H. Smith, formerly 
head of marketing training of Hot- 
point Inc., has opened a marketing 
consultant service at 161 E. On- 
tario St., Chicago. 


Smith, Kline Names Two 


Car! K. Raiser, manager of trade 
relations of Smith, Kline & French 
Laboratories, Philadelphia, has 
been named sales manager. Rich- 
ard Pfizenmaier, formerly mana- 
ger of the Montreal branch of 
Smith, Kline & French Inter- 
American Corp., has been named 
sales manager of the company’s 
other foreign subsidiary, Smith, 
Kline & French International Co. 


Morrison Joins F&P 


William A. Morrison is resign- 
ing as v.p. and media director of 
Sidney Garfield & Associates, San 
Francisco, to become radio mana- 
ger of Free & Peters, radio-TV 
representative there, effective 
Aug. 1. Mr. Morrison succeeds A. 
Leo Bowman, resigned. Hal Hoag, 
manager of the company’s Holly- 
wood office, has been named 
western manager, a new post. 


ABP Compiling Bibliography 
Associated Business Publications 
has started compilation of a com- 
prehensive bibliography on busi- 
ness paper publishing, under 
supervision of a committee which 
includes A. R. Venezian of Mc- 
Graw-Hill Publishing Co., Julien 
Elfenbein, Haire Publishing Co., 
and Harold Swart, Printers’ Ink. 


Wolcott Gets L. A. PR Post 


Robert B. Wolcott Jr. has been 
retained by Printing Industries 
Assn. of Los Angeles to develop 
a public relations program to in- 
form business men of Los Angeles 
printing facilities and to attract 
employes to the craft. 


King Research to Factor 


King Research Laboratories, Los 
Angeles, has appointed Ted 
Factor Agency to handle magazine, 
radio, television, newspaper and 
direct mail advertising of its new 
Enurtone unit, patented electronic 
device for home use. 


Sharp Gets Three Accoun's 

Ralph Sharp Advertising, De- 
troit, has been appointed to han- 
dle the accounts of Household 
Necessities Inc., Owosso, Perfec- 
tion Foods, Battle Creek, and 
Golden Krisp Food Products Co., 
Jackson. 


Reid Shifts to General Cable 
Howard A. Reid, formerly 
foreign sales promotion manager 
of Union Carbide & Carbon Corp., 
has been appointed sales promo- 
tion and market analysis manager 
of General Cable Corp., New York. 


Boller to Calkins & Holden 


Boller Beverages Inc., Elizabeth. 
N. J., ginger ale, club soda and 
fruit-flavored beverages, has ap- 
pointed Calkins & Holden, Car- 
lock, McClinton & Smith, New 
York, as its agency. 


General Foods Buys Show 


General Foods Corp., New York, 
(Benton & Bowles) has signed 
“The Ad Libbers,” with Peter 
Donald as emcee, as a summer re- 
placement for “Mama” (CBS-TV, 
Friday at 8 p.m., EDT) starting 
Aug. 3. 
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Snader TV Shows 
Include Korda Films 


HoLLywoop, July 24—Snader 
Telescriptions has changed its 
trade name to Snader Productions, 
and announced a production ex- 
pansion program that will encom- 
pass the financing and production 
of films for both theaters and tele- 
vision. 

The production company is in 
continuous preduction of its Tele- 
scriptions and will soon begin 
shooting four half-hour films for 
television. Through an agreement 
signed with Alexander Korda of 
London, the company will also 
distribute nine British films for 
theaters and television, and four 
for television showings only. None 
of these feature pictures has been 
shown in America. No picture will 
be released for telecasting in any 
area before it has had a theater 
showing. 


e The four television films now 
under way include a Dick Tracy 
series, available Sept. 1. A mer- 
chandising program and _ service 
along the pattern of the Hopalong 
Cassidy Clubs, etc., will be devel- 
oped. Other films will be built 
around comic strip characters 
Brenda Starr and Moon Mullins. 
The fourth film will be a non- 
sectarian series of 52 half-hour 
films “of spiritual values.” 

Several organization changes 
accompany the expansion. Jack 
McClain, previously assistant sales 
manager of Station WMCT, Mem- 
phis, has opened an Atlanta of- 
fice for Snader. An office will be 
opened in Dallas within the next 
few weeks. Monroe Mendelsohn 
has been named to the post of na- 
tional station service coordinator, 
and E. Jonny Graff has been ap- 
pointed manager here of agency 
sales on behalf of stations. 


Underhill Joins ABC 


Charles M. Underhill, 
manager of the television pro- 
gram department of Columbia 
Broadcasting System, New York, 
has been named national director 
of the TV program department of 
American Broadcasting Co., New 
York, to direct creative program 
planning. At the same time, Harold 
L. Morgan Jr., ABC national di- 
rector of television operations, has 
been elevated to v.p. for the TV 
program department 


general 


Crosby, Shaw Join Yambert 


Stephen T. Crosby, formerly 
Wall Street Journal advertising 
manager for Southern California, 
and R. M. W. Shaw, one-time ad 
executive with General Motors, 
have joined Yambert, Prochnow, 
McHugh & Macaulay, Beverly 
Hills. Both will serve as account 
executives. Formed recently by 
the merger of four smaller com- 
panies, the agency will shortly an- 
nounce a new office location as 
well as several new clients. 


Appoints Virginia Miles 

Alexander Smith Inc., Yonkers, 
N. Y., has appointed Mrs. Virginia 
Miles, formerly instructor at the 
College of the City of New York 
and a v.p. of Business Careers 
Inc., to the position of research 
supervisor. She will be in charge 
of all research in connection with 
the advertising, sales promotion 
and public relations activities of 
Smith and its three operating di- 
visions. 


Roth Appoints Proebsting 

Roy E. Roth Co., Rock Island, 
Ill., manufacturer of turbine type 
pumps, boiler feed and condensate 
return units, has appointed 
Proebsting, Taylor of Chicago as 
its agency. 


Hoenig Joins Walter McCreery 

Bob Hoenig, formerly publicist 
for Warner Bros., has been ap- 
pointed manager of promotion and 
publicity of Walter McCreery Inc., 
Beverly Hills agency. 
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93 Radio Stations 
Getting Patterson 
Talk on Advertising 


New York, July 26—A spirited 
defense of advertising’s place in 
the nation’s economy and its value 
as a disseminator of truth will be 
offered to more than 93 radio sta- 
tions next week, July 29-Aug. 4. 

Advertising’s champion will be 
Graham Patterson, publisher of 
Farm Journal and Pathfinder and 
board chairman of the Advertising 
Federation of America. Mr. Pat- 
terson will be heard on “Ameri- 
cans, Speak Up,” a _ 15-minute 
transcribed program produced by 
America’s Future Inc. Bill Slater 
of WOR will be master of cere- 
monies. 

America’s Future Inc. is a radio 
show producer which specializes 
in pointing up free enterprise. The 
company is headed by Earl Hard- 
ing and has had a weekly network 
show on for about eight years. 

Mr. Patterson will attempt to 
clear up misconceptions about ad- 
vertising and point up its role in 
the war for men’s minds. He will 
also describe advertising as “a $6 
billion goose ready to be plucked 
by tax-hungry law makers.” 


@e “The danger [of a tax on ad- 
vertising],” he will say, “is the 
precedent that’s set by any piece 
of discriminatory taxation of any 
essential industry. From plucking 
the feathers, the next step is often 
to grab for the golden eggs, and 
then the goose itself. Advertising 
is too vital as a weapon for free- 
dom to be handicapped or weak- 
ened now by ill-advised restric- 
tions and controls.” 

Despite the fact that “about 100 
new bills are introduced each year 
in state legislatures and Congress 
to regulate, restrict, control or 
tax advertising,” Mr. Patterson 
will say, advertising “survives and 
grows because it is one of the 
cornerstones of the American sys- 
tem of private enterprise; because 
its basic function is educational. 

“Advertising informs. It helps 
create public opinion. It supplies a 
variety of interest in publications 
which are the greatest adult educa- 
tional force in America.” 


ein explaining the economic 
function of advertising, Mr. Pat- 
terson will attack the idea that ad- 
vertising involves unnecessarily 
large expenses. 


A) 


ORCHIDS 


Hoving a business anniversary 
this year? Opening a new unit? 
...Write us on your letterhead, 
giving dates of these occasions. 
... In return, we'll send without 
cost or obligation a sample ship- 
ment of “Princess Aloha” Orchids, 
flown fresh from Hawaii—and a 
suggested “Orchids for Pennies” 
Promotion Package designed 
especially for you. 


GRAHAM W. DIBLE 
“The Orchid King” 


Div. of WestAdoms Nurseries & Florists, Inc. 
Dept. F, Dible Bidg., 8th & Wall 
Los Angeles 14, California + TUcker 2492 


“A full-page advertisement—-not 
a single one, but run for 12 months 
consecutively—in the Farm Jour- 
nal will cost the advertiser at the 
end of the year about 3¢ per fami- 
ly reached. That is the cost of 
postage of one first class letter to 
each family,” he will point out. 

Mr. Patterson's talk will mark 
the first time in the 47-year his- 
tory of the Advertising Federation 
that one of its officers will appear 
on such a broadcast. 


Wells Spence Joins McCann 

Wells W. Spence, formerly v. p. 
of Hanly, Hicks & Montgomery, has 
joined McCann-Erickson, New 
York, as executive on various drug 
accounts. 


Terry Names Gassaway 

Gassaway, Mark & Co. New 
York, has been appointed agency 
for Terry Steam Turbine Co. 
Michel-Cather is the previous 
agency. 


creators of 
properly planned 


MELVIN ad publicity 
NEWELL Lblich@lalione 


Aud 
RECTOR, inc, HOLLYWOOD PLAZA HOTEL 


HOLLYWOOD 28, CALIF. 


Glod: 131 Teletype L.A. 710 
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When Performance Depends on Stamina— 


EN GRA V 


an imposing number of hard hitting adver- 
tisers regularly depend on the vigorous re- 
producing qualities that precisely controlled 
photo-engraving processes consistently 
build into ROGERS-engraved originals. 


1 N G Cc OM P AN Y 


Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 
CALUMET AVENUE 


CAlumet 5-4137 * CHICAGO 16 
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‘MIX’ POTENTIAL 
SHOWS DRASTIC 
MARKET SHIFTS 


When considering the primary 
demand tor the various mixes in 
the St. Paul Market, the actual 
appraisal can best be made by 
inspecting demand in other mar 
kets offering comparable data 
Filteen are now 
making consume) 
analyses markets 
Let's sec 


new spape rs 
standardized 
mi diversified 
throughout the country 
how usage ol mayor mix classih 
cations in St. Paul Compares with 
the usivc lound in the 


tal group 


Pah to 


Per Cent of Usership 
15 Market 


Group Range $1. Poul 
Pancake or Waffle Mix 51-82% 62% 
Coke Mix 46-68%, 61% 
Gingerbread Mix 24-44% 31% 
Pie Crust Mix 11-45% 26% 
Hot Roll Mix 13-38% 18% 
These usership figures show 


width of market variations with 
in and between classifications and 
that the demand in St. Paul is 
generally around the mid-point 
of the group range 


Upon comparing brand prefer 
entes within these classifications 
fof the various markets, other 
significant Variations are added: 


1. The leading cake mix in St. 
Paul, used by about one out 
_of every four families, does 
not lead in any other market 
and enjoys better than 1% 
of the usership in only 5 of 
lthe 15 markets. 


2. in the gingerbread classifi- 
‘cation, the leading brand in 
St. Paul is preferred by 70% 
‘of the buying families, a 
preference penetration un- 
‘surpassed by any other 
brand in any of the 15 
markets. 


3. Conversely, a certain brand 


_of hot roll mix that has bet- 
ter than 20% preference in 
12 of the 15 markets, run- 
‘ning as high as 66% in one, 
has only 3% preference in 
St. Paul. 


Phese tacts indicate that St. 
Paul as a mix market contormey 
lo no “national” pattern. Its 

direct result: ol 


CETTE UCT ss Iba 
local merchandising and adver 
lising factors operating within a 
distinctive population group. In 
St. Paul “Mix Business fy Local”. 


Phe comparative figures given 
tor other markets above were ob 
tained from the b> Market 1951 

Consumer Analy 
Complete comparisons tor 
city can be found ino this 
report. Copies are available trom 
any ob the participating 
papers 


Consolidated 
sis 


each 


news 


For 1951 brand preference find- 
ings in St. Paul, specify the prod- 
uct or classifications in which 
you are interested and write 
Consumer Analysis, Dept. 11-A 
St. Paul Dispatch-Pioneer Press, 
St. Paul 1, Minnesota — the 
Northwest's Morning, Evening 


and Sunday newspaper with the 
market tailored circulation. 


= ly of Batten 


Standard Invoice 
for Newspaper Ads 
Wins Four A’s Okay 


New York, July 25—Endorse- 
ment of the standard national ad- 
vertising invoice form approved 
and sponsored by the Institute of 
Newspaper Controllers & Finance 
Officers has been voted by the 
board of the American Assn. of Ad- 
vertising Agencies 

The endorsement followed a 
recommendation by the Four A’s 
committee on newspapers, which 
believes the form meets most agen- 
cy needs. The committee hopes it 
will be quickly adopted by news- 
papers and “thus become in fact 
the standard invoice of the indus- 
try.” 

Released last March, the form 
is based on information gathered 
from 218 newspapers and 26 agen- 
cies. It closely resembles a model 
form developed by the Four A’s 
some years ago. It is designed “to 
end the inconvenience and con- 
fusion caused by the multiplicity 
of invoice forms which had come 
into use.” 


Canadian Dailies 
Print 1951 Study 
of Buying Habits 


Toronto, July 25—-The Canadi- 
an Daily Newspapers Assn. last 
week released its 1951 Canadian 
Consumer Survey, which reports 
buying habits, brand preferences, 
ownership and age of appliances 


and automobiles in 61 Canadian 
cities 
The result is 236 fact-packed 


pages, in which products are de- 
tailed city by city, with provin- 
cial and Canadian averages sup- 
plied 

In a foreword, Wilfrid Sanders 
of Canadian Opinion Co.—which 
made the survey—notes that an 
effort was made to keep the data 
in this study consonant with 
earlier studies, while introducing 
improved methods 

This year, weighting procedures 
were applied to Canada’s five 
largest cities, but separate weights 
were used for English and French- 
speaking Montreal. 


e Mr. Sanders cautions that “this 
is a product usage and brand 
preference study. It is not de- 


signed to be a brand usage study 
in the sense that a correlation be- 
tween sales and these percentages 


is practicable, except in a very 
general way. Greatest value in 
these studies is that they indicate 


the per cent of each population us- 


ing a product, and the brand 
usually bought—not necessarily 


the brand bought last time.” 
Copies of the study are avail- 

ab'e from the association, 55 Uni- 

versity Ave., Toronto 1, at $5 


Macy's Signs ‘Space Patrol’ 

Macy’s department store, San 
Francisco, has signed to sponsor 
the weekly half-hour telecasts of 
“Space Patrol,” over Station KGO- 
TV, Saturdays, 5:30-6 p.m 


Mobley Joins Pacific National 


Carlen Mobley, formerly on the 
advertising staff of the Register- 
Guard, Eugene, Ore., has joined 
the production staff of Pacific Na- 
tional] Advertising, Portland 


Two Join ‘Argosy’ Sales 

John F. Schiller, formerly with 
Collier's, and Robert C. Jackson, 
last with Farm & Ranch Publish- 
ing Co., have joined the New York 
sales staff of Argosy 


Wheeler to Hewitt. Ogilvy 

Clinton F. Wheeler Jr., former- 
Barton, Durstine & 
Osborn, has been named radio-TV 
director of Hewitt, Ogilvy, Benson 
& Mather, New York. 


EYE CATCHER—When Toledo building regulations prevented 
removal of the fire escape, Brown-Forman Distillers Corp., Louis- 
ville, took advantage of the ladder and came up with this eye 
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catching King whisky display, showing a sign pointer in the 
act of putting the finishing touches to the sign. Brown-Forman’s 
agency, Ruthrauff & Ryan, Chicago, handles the product ads. 


Israel Will Have $3,500,000 Paper Mill: 
Will Be First Modern Mill in Middle East 


New York, July 26—Plans for 
the construction of a $3,500,000 
paper mill in Israel—the first 
modern mill in the Middle East 
—were announced yesterday. The 
plant will have an annual capaci- 
ty of about 12,000 tons of printing 
and writing paper and kraft multi- 
wall bag paper. 

It is estimated that, exclusive 
of newsprint and tissue papers, 
the new plant will be able to meet 
60% of Israel’s current over-all 
annual paper needs. The country 
at present imports all its paper. 

The mill will be erected on a 20- 
acre site at Hadera. Construction 
will start this fall and the plant 
will be in operation by 1953, ac- 
cording to representatives of the 
project's two major sponsors, the 
Palestine Economic Corp. and the 
Mazer family of the Hudson Pulp 
& Paper Co., both of New York. 


@ The new mill will be owned ard 
operated by American Israeli Pa- 
per Mills Ltd., an Israeli company 
with headquarters at Tel Aviv 
which was organized early this 
year by the PEC and the Mazer 
family. Joseph M. Mazer is chair- 
man of the board. Paper makers 
and merchants in the U. S., Israel, 
South America, Europe and Aus- 
tralia were said to be participating 
in the project 

Merritt-Chapman & Scott Over- 
seas Inc. will design the plant and 
supervise its construction and 
equipment for operation. This 
company is a wholly-owned sub- 
sidiary of Merritt-Chapman & 
Scott Corp., a leading U. S. firm 
which has built 19 mills and exten- 
sions in the past 15 years. Mill de- 
sign is planned to permit the easy 
addition of new production units 
later. 

Main unit of the new mill will 
be a two-story, stee]-frame build- 
ing about 480° long and 100’ wide 
This will house stock preparation 
equipment, a 120” trim Fourdrini- 
er paper machine, steam boilers 
and converting equipment to cut 
and package the finished product 


Daily production will be geared 
for either 48 tons of semi-fine 
writing paper, 48 tons of kraft 


multi-wall bag paper, or 35 tons of 
printing and tablet paper. 


es All sulphite, kraft and ground- 
wood pulp used in production will 
be imported, mostly from Scanda- 
navian countries. Construction of 
a mill at the plant site to produce 
groundwood pulp from Israeli 
timber is under consideration. 
The Palestine Economic Corp. 
has been active for 25 years in 
pioneering the development of 


Israel through the establishment 
of new industries. The Mazer 
family, identified with the paper 
industry for more than 50 years, 
is the major stockholder in the 
Hudson Pulp & Paper Co. The 
Mazers currently own and operate 
mills in Florida, Vermont and 
Maine 


North Appoints Power Agency 

H. W. North Co., Erie, Pa., 
design engineer and manufacturer, 
has appointed Edward M. Power 
Co., Pittsburgh, as its agency. 
Media to be used include trade 
publications. 


Lorr Names Miss McCarthy 
Margaret McCarthy, formerly 
in the sales and merchandising 
departments, has been named pub- 
licity and advertising director of 
Lorr Laboratories and its sub- 
sidiary, Milkmaid Inc., New York. 


Round Chain to Belden 


Belden & Hickox has been ap- 
pointed agency for Round Asso- 
ciate Chain Cos., Cleveland, and 
nine affiliates. Palm & Patterson 
formerly serviced the account. 


Detroit Ad Urges 
‘Ike’ for President 


Detroit, July 24—An ad ad- 
monishing Detroiters to “Draft 
‘Ike’ appeared in the Free Press 


this morning. 

Sponsored by the “New Repub- 
lican Magazine,” published by a 
group of Michigan Republicans 
which broke with the state party, 
the two-column by 7's” ad urges 
that “Ike” be drafted on his own 
“middle-of-the-road” program. 

Under the rhetorical copy is 
a coupon, to be mailed to the 
Draft Eisenhower for President 
Clubs here, which states the sign- 
er’s backing of Eisenhower for 
President. The group's goal is to 
secure 40,000,000 names to pre- 
sent to the 1952 Republican con- 
vention 


C. W. Stokes Retiring 


C. W. Stokes, public relations 
officer for the Canadian Pacific 
Railway at London since 1929. and 
formerly of Montreal, has retired, 
ending a railway publicity career 


which began in 1907. G. K. Nield, 
assistant public relations officer 
since 1945, will replace Mr. 
Stokes. 


REPORT ON 


1.0, 2 COLOR 


WRITE FOR FREE FOLDER TODAY! 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. + CHICAGO 7, ILL 


@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
NEW YORK . Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div. 

LOS ANGELES « Reilly Plastictype Div 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div. 

NEW HAVEN + New Hoven Electrotype Div. 
Seeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
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25 Stores Tie in with ‘Modern Bride’ 
14-Page Promotion of Bridal Apparel 


New York, July 24—Modern 
Bride and 23 Associated Merchan- 
dising Corp. department stores 
launched a cooperative bridal pro- 
motion in 24 cities this week. 

The promotion involves the fall 
issue of Modern Bride, 
ries a 14-page advertising spread 
for bridal apparel and intimate 
wear garments. Copy directs 
readers to the AMC stores and sug- 
gests they buy “everything you 
need under one roof.” The stores 
are listed on the first page of the 
paid space 
pared by 
New York. 

Each of the cooperating stores 
started its promotion over 
weekend with ads in local news- 
papers, mostly full pages. These 
emphasized Modern Bride adver- 


Diamond-Barnet Inc., 


tised items and featured the mag- | 


azine’s part in the local event. 


e Conceived by 
staff of the Ziff-Davis publica- 
tion, the promotion included the 
creation of merchandising and 
public relations programs for the 
stores. One suggestion made was 
the selection of a “Miss Modern 


Bride” during a “Bridal Week” 
staged by the store 
The public relations program, 


contained in a bound folder, out-, 


lines the promotion’s goals, tech- 
niques to be used, a formula for 
promoting “Miss Modern Bride,” 
and advance stories prepared for 
publication in local newspapers. 
For the advertising phase of the 
program, the magazine provided 
model layouts, mats and other 
aids. Modern Bride also _ fur- 
nished the stores with brochures 
of merchandising procedures to be 
followed for the week. 
each trading area, 


e In every 


“50,000 POPULATION” 
LIMIT STOP YOU 


which car- | 


all of which was pre-| 


the | 


— 
the advertising 


copy of the magazine reached 
newsstands and department stores 
wrapped in a 3” band, carrying 
such legends as: “Modern Bride 
Visits the South's Largest Store— 
Rich’s” in Atlanta; “Modern Bride 
Comes to Columbus for Lazarus 
| Centennial Year of Extra Effort.” 
Magazine copies were so banded 
that they opened to the page di- 
recting attention to the AMC pro- 
motion and listing the names and 
cities of the stores. 

The promotion was originally 
presented to an AMC advisory 
committee by M. J. Culligan, as- 
sociate ad director of Ziff-Davis 
Publishing Co., and James Cerbone, 
ad manager of Modern Bride. The 
presentation was made on the 
premise that “one of every three 
brides-to-be planning formal wed- 
dings in AMC trading areas is a 
Modern Bride reader.” 


@ Stores taking part in the coop- 
erative promotion are: 

Rich’s, Atlanta; Hutzler Bros., 
| Baltimore; Filene’s, Boston; Abra- 
ham & Straus, Brooklyn; Carson 
Pirie Scott, Chicago; Shillito, Cin- 
cinnati; Higbee, Cleveland; Lazar- 
us, Columbus; Rike-Kumler, Day- 
ton; J. L. Hudson, Detroit; Foley's, 
Houston; L. S. Ayres, Indian- 
apolis; Bullock’s, Los Angeles; 
Burdine’s, Miami; Boston Store, 
| Milwaukee; Dayton Co., Minne- 
apolis; Bloomingdale's, New York; 
| Strawbridge & Clothier, Philadel- 
phia; Thalhimers, Richmond; For- 
|man, Rochester; Emporium, San 
| Francisco; Stix, Baer & Fuller, St. 
| Louis; Sosnik-Thalhimers, Win- 
ston-Salem; Filene’s, Worcester; 
and Bullock’s, Pasadena 
| Manufacturers represented in 
the magazine issue include Galina, 
Murray Hamburger, Bianchi, 
Marie of Pandora, Miriam Modes, 
Glen Joan, Lady Leonora and 
Flexees 


Nut Growers Plan Campaign 

Northwest Nut Growers, Dun- 
dee, Ore., cooperative marketing 
and selling organization for Ore- 
gon and Washington filbert and 
| walnut growers, will use newspa- 
| pers, radio and magazines, includ- 
ing Everywoman’s Magazine, Fam- 
|} ily Circle and Woman's Day, in 
|; its fall and winter campaign for 
| Blue Pirate label nuts. Pacific Na- 
| tional Advertising Agency, Port- 
land, handles the account 


| Dairy Budget Is $1,800,000 


American Dairy Assn. this year 


. + + from reaching over 130,000 | will spend in excess of $1,800,000 
nsumers in the rich Pantagraph| in its activities directed toward 
ae ’ iter | the promotion of the dairy indus- 
Market. Pantagraph readers bought | +ry and its products. A total of 
from one-third to one-half more | $1,290,000 is earmarked for ad- 
inf WMinoi vertising—an increase of about 
than the readers in four Illinois mar- | 50 - $75,000 is ticketed for mer- 
kets with over 50,000 population. chandising activities and $440 000 
| will be spent on research, educa- 
: j tion, publicity, membership and 
Be Market-Wise . . . administration. 

Buy Market Size! - 

Battery Firm Lists Income 


Gould-National Batteries, St 

7th LARGEST Paul, reports sales of $52,065,480 

| for the fiscal year ended April 30, 

as compared with $42,896,723 

RETAIL SALES MARKET | grossed the previous year. Earn- 
IN ILLINOIS... 


} ings climbed from $2,225,382 to 
$130,849,800* 


$3,055,320, increasing the per 
|share breakdown from $6.64 to 
*Copyright 1950. Sales Management | 
Survey of Buying Power; further re- 


| $9.12. 
Todd Promotes Geoghegan 
production not licensed. Chicago ex 
cluded in all comparisons. 


Robert W. Geoghegan has been 
promoted to. sales promotion 
manager of the commercial divi- 
sion of Todd Co., Rochester man- 
ufacturer of check and payroll 
equipment. He is succeeded as di- 


rector of sales training and educa- 
tion by Richard T. Asbury, assist- 
ant sales training director 


You're Market-Wise when 


| Cappel Appoints Harshe 
Cappel, MacDonald & Co., Day- 
ton, O., merchandise incentive 
concern, has appointed Harshe- 
Rotman, Chicago, to direct a na- 
Represented by Gilman, Nicoll & Ruthman tional public relations program. 


5 ABC-TV Stations 
‘Offer New Discount 


New York, July 26—Moving to 
entice advertisers to use the com- 
|pany’s owned-and-operated TV 
| Stations in numbers, American 
Broadcasting Co. has announced 
special frequency discounts for 
multi-station contracts. 

Effective Aug. 1, program spon- 
sors of 15 minutes or more who 
buy two ABC-owned stations will 
receive a 242% discount; those us- 
ing three, 5% ; four, 74%% and five, 
10% . American operates video out- 
lets in New York, Chicago, Detroit, 
Los Angeles and San Francisco. 

A new rate card for its New 
York station, WJZ-TV, will go in- 
to effect Aug. 1. Class C time will 
be extended an hour, up to 6 p.m., 
EDT; the 7 to 7:30 p.m., EDT, 
period, Monday through Saturday, 
wil] be changed from Class A to 
Class B time. The 20-second an- 
nouncement rate will be elimin- 
ated for Class B and Class C peri- 
ods, with the one-minute rate to 


apply for 20-second and one-min- 
ute snots 


Appoints Potts-Calkins 

Black, Sivalls & Bryson, Kansas 
City, Mo., steel fabricated prod- 
ucts, has appointed R. J. Potts- 
Calkins & Holden, Kansas City, as 
its agency, effective Oct. 1. Potts- 
Turnbull Advertising Co., Kansas 
City, now services the account 


Kirschner Joins F&S&R 

Edwin A. Kirschner, formerly 
with National Broadcasting Co., 
has joined the media department 
of Fuller & Snith & Ross, New 
York. 
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Stix, Baer Names Dawson 


Robert C. Dawson, assistant ad- 
vertising manager of Stix, Baer 
& Fuller, St. Louis department 
store, has been promoted to ad- 
vertising manager, effective Sept 
17. He succeeds Marjorie Reich, 
who has been named director of 
the store’s newly created fashion 
department 


Read Joins St. Louis Chest 

Richard F. Read. formerly in the 
advertising department of the 
St. Louis Star-Times, has joined 
the public relations department 
of the Greater St. Louis Commun- 
ity Chest 


Specialists 


in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Which reaches more families 


Little Rock? 


Here are the coverage facts 


(Corporate Limite) 


LFE.........19% 

COLLIER'S.........12% 
POST.........10% 
LOOK.........8% 


parade. ....... 76% ru.esmne 


of 20% coverage in 84 


with the Arkansas 
Gazette 


and the picture is similar 
in all Parade cities of origin 


adjacent markets of 1,000 


or more population 


The Sunday Picture Magazine 
Providing a Minimum of 20% Coverage in nearly 


2000 Markets 
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Along the Media Path 


e Station WHBF, Moline, IIl., has 
installed a $30,000 5,000-watt 
transmitter, replacing one that had 
accumulated about 75,000 service 
hours in the past ten years 


e@ The Journal-Tribune Publishing 
Co., Sioux City, Ia., reports with 
frank surprise that two holes-in- 
were shot in its tenth annual 
hele-in-one contest. Five tries 
were made by each of 853 com- 
petitors on a 100-yard hole. In 
nine previous contests, only one 
ace had been carded 


one 


e Both the July and August issues 
of Woman’s Day continued the 
magazine’s upward linage trend; 
Juiy’s gain was 13% and August's 
is 22% over 1950 issues. For eight 
months, Woman's Day is up 28% 
in revenue and 16% in linage 

issue, Es- 
be re- 
modern 


e With the September 
Apparel Arts will 
designed to enable the 


HOW YOU CAN MAKE MORE 
MONEY by Mail 


A new mailorder book 
written out of the ex- 
perience of the author 
who built a $120,000 
specialized business in 
less than 4 years as told 
in Ad. Age 7/2/51 


@ Book is fact-packed, help- 
how to: Get Started 
Find Suppliers, etc 
hitt N. Schultz, proves the effec- 
1 only top quality products 
service. Praised ¢ 
sands. Endorsed by leaders 
ited Now in its 4th printing 
ton Guaranteed 
SOLD. BY MAIL ONLY 
jammed with important advice!’ 


DEPT.-H30 
Highland Pork, Iilinois 


quire’s 


[ HOW YOU 
Eo 


interesting 


of ha 
ne excel tent 


_ postpaid 
Ad Age 


merchant and men’s apparel buyer 
to “catch at a glance the latest 
fashions and newest merchandise.” 
Editorial content will stress serv- 
ice to retailers and their sales per- 
sonnel. Features will include a re- 
port on the neckwear industry; 
Christmas gift selections in the 
non-apparel field; new textures 
for town dress, and a “sneak pre- 
view” of Esquire’s December 
fashion section. 

Plus features will include data 
on the young man’s world, how re- 
tailers may tie in with the supple- 
ment, a calendar of October fash- 
tions, ideas for store design, and 
other articles. 


e Francis N. McGehee, advertising 
director of Redbook, has been 
showing groups of agency execu- 


tives in New York, Chicago and} 


Detroit a new presentation on the 
Young Adult market promoted by 
the magazine. The presentation 
analyzes the population by age 
groups, and emphasizes both that 
new family formation is proceed- 


ing at a more rapid rate than gen- | 


eral population growth, and also 
that the 18-35 age bracket is the 
period both of maximum family 
building and acquisition. The edi- 


torial policy of the magazine, 
geared to this audience through 
constant research, is attracting 


readers in the Young Adult group, 
the presentation shows. 


e@ McCall's has announced it will 
give seven awards annually to 


women radio and TV broadcasters | 
and executives for their contribu- | 


welfare. Three 
to broadcasters 


tions to 
awards 


public 
will go 


($31,560,000) 


($190,585,000) 


($65,488,000) 


(164,856, 


Keep Your Eyes On Charleston, S. C.! 
CHARLESTON’S 


METROPOLITAN 
COUNTY AREA 


Leads the State in 


* RETAIL FOOD SALES 
* NET EFFECTIVE BUYING INCOME 
% SURPLUS OF E.B.1. OVER RETAIL SALES 


* 10 YEAR POPULATION GAIN — 36% 
increase of 43,751 since 1940) 


* NUMBER OF FAMILIES 
(47,600 families in Charleston County) 


® According to Official Figures in Sales Management's Annual Survey 


of Buying Power and Final 1950 U. S. Census Figures 


Prosperous, growing Charleston County forms 
the Charleston County Metropolitan Area 
and Charleston is the County Seat. 


THE CHARLESTON EVENING POST 


News and Courier 


2 = eg 


CHARLESTON, SGUTH CAROLINA 


REPRESENTED BY 


THE 


JOHN BUDD CO 


TIMKEN BOOKLET—This new booklet is being used by Timken Silent automatic oil 


heat dealers to point out the advontag 


of the « 


y's wall-flame burner. Pro- 


duced in five colors, the nine-page book has three full-color illustrations which allow 
Timken salesmen to illustrate to prospects the step-by-step installation of the device. 


and three to executives 
service to community, (2) service 
of prime importance to women, 
and (3) service of prime impor- 
tance to children. A_ seventh 
award will be given for outstand- 
ing public service of any kind. 
Presentation of the awards will 
take place at the 1952 annual con- 
vention of the American Women 
in Radio & Television 


for (1) 


@ Machine and Tool Blue Book's 
front and back covers for August 
are letterpress-printed in Day- 
Glo fluorescent colors. The front 
cover shows the name of the pub- 
lication in fluorescent orange on-a 
yellow background; the back cover 
}earries an ad for American Saw 
| & Mfg. Co., Springfield, Mass., us- 
| ing a standard blue with Day-Glo 
orange trademarks. Hitchcock 
Publishing Co., Wheaton, IIL. 
claims this tie-up as a “first” for 
its publication. 


e Fifty-seven Portland, Me., ad- 

vertisers, consistent users of news- 

paper 

tury or more, 

merit recently from the Guy Gan- 

nett Publishing Co., publisher of 
| five Maine dailies. Mr. Gannett 
gave the first award to Samuel 
Boyd, head of the E. Corey Co., a 
newspaper advertiser for 145 
| years. 


e@ Wisconsin Agriculturist & Farm- 
er is distributing a report on a 
survey among Wisconsin farmers 


ing.” Brand preferences are shown. 
e@ Putman Publishing Co., Chi- | 
let that ties up promotion for its} 
Food Processing and Chemical En- 
gineering monthlies in novel fash- 
ion. The booklet has two front cov- 
ers, one at either end, so that it 
may be read from either end 
toward the center spread. The 
spread is printed lengthwise to 
facilitate turning the booklet 
around in order to read the other 
half. Titled “That’s Interesting,” 
it features news items about tech- 
nical developments, products or 
services in the chemical and food 


L. White prepared the booklet. 


e In its newest presentation, 
takes the viewer through one day 
in the magazine’s 
news and picture gathering opera- 
tions. On an 8x22’ display of world 
hemispheres and a back projection 
screen, activities of Life’s corres- 
pondents and photographers on 
July 6—ranging from climbing the 
Mountain of the Moon in Africa 
to photographing under-sea life on 
the Great Barrier reef off Austra- 
lia—are outlined. 


e Greetings from Gov. Arthur F. 
Langlie of Washington were among 
warm comments Ted Robertson, 
publisher of Yakima Daily Repub- 
lic and Yakima Morning Herald 
received when the papers moved 


advertising for half a cen-| 
received awards of | 


| foundation at 11 W. 42nd St., 


into their new plant this month. 
The plant for the two dailies has 
64,000 square feet of floor space 
and is equipped with a 64-page 
Goss Universal press, capable of 
turning out 20,000 64-page papers 
an hour. 


Caterpillar Promotes Five 

Caterpillar Tractor Co., Peoria, 
Ill., has promoted five men in its 
sales departments. They are: C. E. 
Jones, manager of the sales de- 
velopment division, to manager of 
planning and development in the 
parts department; George P. Fenn, 
assistant manager of sales de- 
velopment, to manager; Robert D. 
Evans, supervisor of tractor and 
equipment operation, replacing Mr. 
Fenn; John M. Abbey, assistant 
sales manager of the central sales 
division, to a similar post in the 
industrial division, and N. F. 
Sattem, district representative, re- 
placing Mr. Abbey. 


Ad Research to Measure 
L. A. Car Card Readership 
Readership of car card adver- 
tising in Los Angeles, during Jan- 
uary, 1952, will be measured by 
Advertising Research Foundation 
as part of its Continuing Study of 
Transportation Advertising. Los 
Angeles will be the 14th area to 
receive such measurement. 
Applications for participation in 
the survey must be filed with the 
New 


| York, before Sept. 15. 


in June concerning their methods Nohl 
of “Livestock Spraying and Dust-! tures. The concern will specialize 


Renamed Perrien Pictures 


Film Arts Corp., Milwaukee, 
has been purchased by Max Gene 
and renamed Perrien Pic- 


in TV films and commercials and 


| industrial movies. 


| 


cago, has put out a 32-page book- | Bellows Boosts Carl Lockard 


Bellows & Co., 
merchant, 
Lockard, 


New York wine 
has promoted Carl H. 
Chicago sales manager, 


| to special administrative assistant 


fields. M. H. MacLeod and Joseph | 


Life | 


world-wide | 


to the v. p. in charge of sales. 
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Largest Ad Program 
in 30 Years Backs 
Chambers Gas Range 


SHELBYVILLE, INb., July 25— 
Chambers Corp. has launched its 
largest national advertising pro- 
gram in 30 years to promote its 
standard gas ranges and its built- 
in gas cooking units. Concurrent 
with the drive is an accelerated 
public relations program. 

The featured theme of the cam- 
paign, “cooks with the gas turned 
off,” will appear in full color, full- 
page ads, supplemented by b&w 
pages and fractional insertions, in 
Better Homes & Gardens, House 
Beautiful, House & Garden, Liv- 
ing for Young Homemakers, Par- 
ents’ Magazine and Small Homes 
Guide. 

The program will be aided by co- 
operative newspaper, Sunday ro- 


togravure, television and radio ad- 
vertising at the distributor and 
dealer levels. 


se Chambers’ public relations pro- 
gram is designed to acquaint 
architects, contractors, builders 
and consumers with its new built- 
in equipment along with its stand- 
ard line of console-type ranges. 


Two-color pages are scheduled 
for American Builder, American 
Lumberman, Building Supply 


News, Magazine of Building and 
Practical Builder. Retailing will be 
used on an alternate weekly sched- 
ule. 

Lewin, Williams & Saylor, Jer- 
sey City, handles Chambers’ ad- 
vertising, and Harshe-Rotman, 
Chicago, is conducting the public 
relations program. 


Issues Circulation Letters 
The new 3rd edition of “Tested 


Circulation Promotion Letters” 
has been published by Associated 
Business Publications. The 100- 


page book, containing 85 examples 
of circulation direct mail, is avail- 
able for $5 from ABP at 205 E. 
42nd St., New York 17. ABP mem- 
bers each receive a free copy. 


Sternberg Elected V. P. 

William G. Sternberg has been 
elected v. p. in charge of the Ster- 
ling division of White Motor Corp.., 
Cleveland. The division was es- 
tablished after White acquired 
Sterling Motor Truck Co., of 
which Mr. Sternberg was presi- 
dent. 


des be SSR : 
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THE LETTER SHOP, Inc. 
S. Dearborn St.. Chicago 5, Iinois 


specialists 
in fine 
photo engraving 


REVERE PHOTO 


ENGRAVING CO. 
712 FEDERAL STREET - 
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SHE MEANS PLENTY TO US... AND TO You! 


@ Mary O'Connell 


brown hared aod blue a 
eyed. She tips the t ne 
stands 5 im her nylor Sh with 
Seamless 16 years ag nd ever has 


been the ber of our smallest 


section wd Goods Department, a 
10x22 aleove bordering on 25 acres of manu- 


facturing space. 


Why Are We Proud of Mary? 


Whet Makes Her Job So Easy? 
A low re age is no 
dent, particularly when a company 


turned goods percent ar 


mantene 


D> Careful Workmansbip 


materials 


beral returned goods policy. We keep a 


one git! Returned Goods Department by 


the finest raw 


arefully compounded, in the hands 


of trained specialiste and skilled employees 
who take pride in their work 

Dd t nending Laboratory Research —chem- 
ists and analysts who are never quite satisted. 
D> Rigorous Inspection 
our Inapection Department that pull and peer, 
detect and reject the tiny percentage of goods 
that do not measure up to Seamless standards, 


watching eyes” in 


Whot This Means To You 


Whether you're druggist. wholesaler or jobber, 
Whether you buy for hospital, factory, depart 
me variety wv. sports shop ee or 
wel ve an nt on lasting faction 
from products made by The Seamless Rubber 
‘ ny 

bal 


ded, dipped or h 


PROOF OF THE PUDDING—This ad which appeared in 25 business papers this month 

drew several hundred letters from customers of Seamless Rubber Co., who congratu- 

lated the company on the fact that its returned gocds department has been ade- 
quately handled by one girl for 16 yeors. 


Bridges to Cummings, Brand 


}& Co. | 
Leonard Bridges, formerly ad-| Brand & McPherson, Chicago, as} 


has joined Cummings, 


vertising manager of John Plain| account executive, copy director 


SERVICE BINDERY CO. 


Inc 


2241 S. WABASH AVENUE & 
CHICAGO 16 


CAlumet 5-3224 


and member of the agency's plans 
board. 


| Operadio Changes Name 


Operadio Mfg. Co., St. Charles, 
Ill., electronics equipment manu- 
facturer, has changed its name to 
Dukane Corp. There is no change 
in ownership, management, per- 
sonnel or policies. 


McCray Elects Henry Haase 

Henry M. Haase, formerly gen- 
eral manager of the Beloit opera- 
tion of Fairbanks, Morse & Co., 
has been elected president of Mc- 
Cray Refrigerator Co., 
ville, Ind. 


EUGENE C McDANIEL Art 
Bacon, Hartman & Vollbrecht 


Te Floriae 


Manvfacturers in 


“we use our 
tie-up with 
WARWICK to 


sell new clients” 


“This may be the first time you've heard 
the name of a specific typographer used in 
an ad agency’s presentations, but we do it all 
the time. We find it easier to sell accounts in 
our area when we tell them about Warwick— 
how, using your service, this agency has at its beck 
and call some of the nation’s leading type specialists 
—how type is fitted perfectly to layouts—and how 
accurately all your type engraves for clear reproduction. 

To prove our point we have only to show some of the many 
ads Warwick has set for us. Invariably, prospects are impressed.” 


Warwick serves Advertising Agencies, Printers, Artists, 


24 states and Mexico. Send us 


your t 


Send for new type specimen book. 


Ib! for fast, efficient help. 


WARWICK rrrocrarnens, inc. 


920 Washington Avenue, St. Lovis, Mo. 
overnight by rail and air from nearly all 


Kendall- | 


Hundreds of Clients Congratulate 
Seamless Rubber on Its ‘Mary’ Ad 


New York, July 24—“In our ex- 
perience, it is very rare that adver- 
tising run in business papers brings 
an immediate response,” Edwin P. 
Dawson, advertising manager of 
Seamless Rubber Co., New Haven, 
Conn., told AA this week. “But an 
ad that we are now using in 25 
different business papers seems to 
be the exception that proves the 
rule.” 

Mr. Dawson referred to the ad, 
“We're Proud of Our Mary,” re- 
produced herewith, which drew 
enthusiastic reaction from cus- 
tomers and prospects as soon as 
the ad appeared in July issues of 
the papers which Seamless Rub- 

| ber Co. uses regularly. 

“During a recent sales meeting,” 
Mr. Dawson explained, “it was 

| pointed out to our salesmen that 
we should not forget that in our 
large plant the smallest depart- 
ment was our returned goods de- 
partment. At the time, the sugges- 
tion was made that an ad should 
| be written to tell customers about 
it. ‘Let’s stop hiding our light un- 
der a barrel,’ one of the salesmen 
said. 

“This ad is the result of that 
suggestion. It emphasizes why 
‘Mary’ means plenty to us and to 
our customers.” 


@ As the ad expresses it, “Mary 
O'Connell is brown haired and 
blue-eyed. She tips the scale at 
117 pounds and stands 5’ 7” in 
her nylons. She came with Seam- 
less 16 years ago, and ever since 
has been the one and only member 
of our smallest section—the re- 
turned goods department, a 10’x22’ 
alcove bordering on 25 acres of 
manufacturing space. 
“In our New Haven plant,” the 
ad continues, “we have some 1,200 
workers producing over 3,000 rub- 
| ber products, on 375,000’ of fac- 
tory floor space. Over 50,000,000 
|individual units shipped every 
| year. And at the returned goods 
}end, 117 pounds of Mary O’Con- 
} nell. She handles the works and 
| has almost nothing to do.” 

The ad then goes on to point out 
that “a low returned goods per- 
centage is no accident, particularly 
| when a company maintains a lib- 
eral returned goods policy. 

“We keep a one-girl returned 
goods department by careful 
workmanship, unending labora- 
tory research, rigorous inspection.” 


e Then it explains what this 
means “to you, whether you're a 
druggist, wholesaler or jobber, 


| whether you buy for hospital, fac- 
| tory, department or variety store 
| ... because we know that the 
| greatest asset of any business nev- 
| er appears on its balance sheet— 
| the good will and satisfaction of 
its customers.” 

This advertisement, Gene Tri- 
vell, assistant account executive 
| of Cowan & Dengler, the com- 
|pany’s agency, told AA, “is an 
example of the productive result 
of close client-agency relationship. 
| “During a plant tour last Janu- 
jary,” Mr. Trivell said, “the re- 
turned goods department was des- 
|eribed and tied into quality of 
product. This led to production of 
the ‘Mary’ ad which is being used 
|in 25 magazines during July, Au- 
gust and September. 

“The reaction from customers in 
the form of congratulatory letters 
has been as surprising as it has 
been gratifying, and proves again 
that you never can tell about 
reader reactions until an idea has 
been actually tested.” 


es Media used by Seamless Rub- 
ber Co. include: Annals of Surgery, 
ASTA Journal, Canadian Hospi- 
tal, Hospital Management, Hospi- 
tal Progress, Medical Economics, 


American Crayon to Gregory 
American Crayon Co., Sandusky, 
. has appointed Gregory & 
House, Cleveland, as its agency 
Triangle Advertising Co., Chicago, 
formerly serviced the account 


Mades Opens Ad Sales Office 

J. Allen Mades, formerly pub- 
lisher of Dealers’ Digest, has 
opened offices as publishers 
representative in Terminal 
Sales Bldg., Seattle 


SAVE ON 


Modern Hospital, Modern Medi- 
cine of Canada, Osteopathic Pro- 
fession, Post Graduate Medicine, 
S.G.0., Modern Medicine. 

Also, Athletic Journal, Indus- 
trial Sports Journal, Scholastic 
Coach, Southern Coach & Athlete, 
Sport Goods & Playthings, Sport- 
ing Goods Dealer and Sports Age; 
in addition, Chain Store Age (drug 
and variety issues), Drug Topics, 
Wholesale Drug Salesman, Mill & 
Factory, and American Druggist. 


the 


Melton Printing Names Haney 

Henry M. Haney, formerly di- 
rector of sales and advertising of 
Wyatt Food Stores and before that 
operator of Haney Advertising 
Agency, both in Dallas, has been 
appointed head of the sales and 
production department of Melton 
Printing Co. there. 


Neltner Advertising Formed 
Neltner Advertising Service, to 
handle local retail and regional 
manufacturing and _ distributing 
accounts, has opened offices at 
14-A N. 2nd St., Yakima, Wash. 
Ed L. Neltner, its founder, has 
been a Yakima agency and sales 


: TRAILER COMPANY 
promotion man. 


LONG BEACH, CALIFORNIA 


Crualls Mabel Ta oor Sipe! 
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A STEADY EMPLOYMENT 
INCREASE IS 
JUST ONE REASON WHY 


Over 104,000 workers are now employed in 
Long Beach. The industry and opportunity 
in this busy market rank it tenth in Effective 
Buying Power per capita. 


Your advertising in the PRESS-TELE- 
GRAM goes to over 2 out of 3 Long Beach 


families. No other medium can give your 


message such coverage. 


LONG BEACH, AN 
IDEAL TEST MARKET 
Relatively easy control 
of important economic 
factors in this segre- 
gated area will assure 
sound results that can 
be used with confi- 
dence elsewhere. 


MORE THAN 2 OUT OF 3 READ THE 


ress-Celegram 


IN LONG BEACH, CALIFORNIA 


National Representative: Cresmer & Woodward, Inc 
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Fanshier to Launch 
‘Oil Daily’ Sept. 15 


Cuicaco, July 26—Keith J. Fan- 
hier, for editor the 
petroleum department of the Chi- 
cago Journal of Commerce, has 
innounced plans for the publica- 
tion of Oil Daily about Sept 
15. It will be issued five times a 
week, Monday to Friday, inclusive 

Associated with Mr. Fanshier in 


25 vears of 


the enterprise Milburn Petty, 
publisher of the “Petty Oil Let- 
ter,” Washington. His capital staff 
y will supply news coverage of na- 
tional affairs to Oil Daily 
The new publication will be 
tabloid size and printed on coated 
see stock. The subscription price is 
. $25 a year. An edition of 10,000 
’ will be distributed 
Offices have been established at 
111 W. Washington St., here and 
Mr. Fanshier is now organizing his 
staff 
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ABC-TV Names Don Kearney 


¥ Don L. Kearney, formerly tele-| 
* vision program manager of Katz} 


Agency, radio-TV station repre- 

sentative, has been appointed man- 
as ager of TV spot sales for Ameri- 
can Broadcasting Co., New York 
This post previously was held by 
Ralph E. Dennis, who was shifted 
to the network’s TV sales depart- 


HEVROLET 


(second from left), 
to turn on this new 
outdoor sign of its 
W. Grand Bivd. Crawford and |. X. 


Detroit, the sign contains a 1,024 sq. ft. message panel that 
will be changed periodically. Looking on (I. to r.): Henry T. 
Ewald, Campbell-Ewald Co., Chevrolet's agency, and H. E 


Sarvis, assistant Chevrolet sales managers. 


ty - ment aS an account executive 

“a British Newsprint Price Up 

8 ' The price of home-produced | giggest IN MICHIGAN—W. G. Power 
ca newsprint in Britain has risen Chevrolet's ad manager, pushes the switch 
+ a for the third time this year, the semi-spectacular, said to be the biggest 
‘ latest increase going from $168 a kind in Michigan. Located at Second and 
ie Si long ton, (2240 Ibs.) to $187.40 

> The rise is credited mainly to 

3 higher prices of imported wood Head for Newark 


pulp 


and Reach fora 


Te - 
7 | | ADDRESSING Service || Glass of Krueger 
oe ; olen Se om Newark, July 24—Publishers’ 
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Betticr Homes & Gardens 


plays Corpus Christi BIG in 


its August issue. Corpus Christi has 


just won BH & G's More Beautiful America 
2 award, and their story tells why — with 
+ pictures to prove it. We're Texas-proud of 
our city for winning. Proud too of the pat 
on the back the article gives the Caller-Times 

for its civie beautification fight and our 


non-profit tree sales that have resulted in 
the planting of 60,000 new trees in the last 
six years. For facts and figures on this rich 


market write for our new market data folder. 


: Che&rsZonissCaller-Cimes 


CORPUS CHRISTI, TEXAS 
CIRCULATION OVER 77,000 ABC 


Represented nationally by 


TEXAS QUALITY NEWSPAPER NETWORK 


Dallas Chicago New York 


the explanation: 

Chas. Dallas Reach Co., which 
recently became the agency for G. 
Krueger Brewing Co., last month 
instituted the convivial custom of 
offering callers a choice of ice wa- 
ter or a glass of Krueger beer (AA, 
June 25). Then the agency brass 
got to wondering if the salesmen’s 
bosses had any objection to their 
lads having a glass of the “bever- 
age of moderation” during busi- 
ness hours 


@ Rest easy, boys. The returns are 
in now. Fifty of the nation’s top 
publishers have informed the 
agency they are quite in favor of 
the thirst-quenching scheme 

Prior to the poll of publishers, 
according to Mr. Reach, the agen- 
cy president, more than 40% of all 
callers accepted a glass of beer. 
He thinks the percentage is due 
for a jump—when word of the poll 
results gets around. 

Anybody got a call to make in 
Newark today” 


Winsor, Gillett Direct 
Radio-Video for Biow 


Roy Winsor and Roland Gillett 
have been named director and co- 


American Tourister 
Luggage Contoured 
to Fit the Body 


PROVIDENCE, July 26—American 
Luggage Co. will double its ad 
budget this year for American 
Tourister luggage. Its new Hi- 
Taper line, to be introduced in 
New York next week, is shaped 
to conform to the body’s contour 
and is taller in design to allow 
for larger flat packing areas. 

American Luggage used Life 
recently to promote its luggage for 
vacation use. To attract Christmas 
gift business it will add Charm, 
Glamour, Mademoiselle, New York 
Times Magazine, Seventeen and 
Vogue to the schedule. Business 
papers, store displays, direct mail 


pieces and other sales aids will 
also be used. 
Reingold Co., Boston, handles 


the account 


Standard Outdoor Adds 3 


Three outdoor advertising com- 
panies have joined Standard Out- 
door Advertising Inc., non-profit 
group devoted to industry promo- 


director, respectively, of the ra-| ‘!0" They —s. American Adver- 

dio-TV ‘department of Biow Co.,| Using Co., Scranton, Pa.; Mary- 

New York. Mr. Winsor has been| !@"d Advertising Co. Baltimore; 

in the programming department of | = oo Adve rtising Corp., 

the amenty since October: Mar. Gil-|* orfo » Va Standard now em- 
: braces 22 member companies 


lett joined Biow in April after re- 
signing as v.p. for radio and TV 
production at Young & Rubicam 
At the same time Robert Mc-| 
Nell, who left Duane Jones Co. | 
some time ago to switch to Biow 
was named coordinator of the ra- | 
dio-television department. | 


McCray Names Meier Agency 

E. L. Meier Jr. Advertising, Fort 
Wayne, has been appointed agen- 
cy for the entire account of Mc- 


Cray Refrigerator Co., Kendall- | 
ville, Ind., effective Oct. 1. Meier | 
recently developed and_ carried 
on a direct mail campaign for 
McCray while the remainder of | 
the account was being handled | 
by McCann-Erickson, Chicago, | 


which has resigned the business as 
of Oct 


John Hooker Joins Doyle 

John M. Hooker, formerly with 
Katz Agency, New York, will join 
the Los Angeles staff of Doyle & 
Hawley, newspaper representative, | 
on August 1. 


| Television 


| WJZ-TV Appoints Adams 


Trevor Adams has resigned as 
assistant sales director of DuMont 
Network to become 
manager of Station WJZ-TV, key 
video outlet of American Broad- 
casting Co., New York. He will 
assume his new duties Aug. 13. 


|; Cakes 
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em 4 Real American 


Breakfast’ Drive 


Ts Set for Fall 


vy York, July 24—If you sat 
1 toa “real American break- 
f last year you consumed pan- 
(courtesy of Quaker Oats’ 
Aunt Jemima) swimming in butter 
(American Dairy Assn.) and Log 
Cabin syrup (General Foods) and 


| flanked by strips of bacon (Amer- 


ican Meat Institute) 

But 1950's “real American 
breakfast” is not 1951's. This year 
it includes pancakes (again via 
Aunt Jemima) bathed in Log 
Cabin syrup and accompanied by 
Swift's Premium bacon. Then 
there’s coffee (promoted by the 
Pan American Coffee Bureau) . 

The four advertisers will ad- 
vertise the breakfast this fall in 
four-color pages in Better Homes 
& Gardens and The Saturday Eve- 
ning Post. Position of the ads will 
be four consecutive right-hand 
pages—said to be the first time 
this technique has been used. 

Identical ads will appear on fac- 
ing pages in The American Week- 
ly, Better Living, Family Circle, 
Ladies’ Home Journal, Look, Par- 
ade, This Week and Woman's Day. 
Advertisements also are scheduled 
for Coronet, Everywoman’s Mag- 
azine and Western Family. 


s The “real American breakfast” 
theme will also be promoted via 
two TV attractions—the “Garry 
Moore Show” and the “Show of 
Shows.” On radio, “Don MecNeill’s 
Breakfast Club,” Log Cabin's five- 
minute CBS newscast at 9:25 p.m., 


EST, every Saturday night, and 
the Yankee Network’s “Yankee 
Hometown Food Show” will be 
used. 


Last year’s promotion was fea- 
tured by the first four-page, full- 
color ad ever placed in magazines 
by four sponsors. It was described 
as the “biggest related-item break- 
fast promotion ever undertaken.” 

The agencies involved this year 
are Price, Robinson & Frank, Chi- 
cago (Aunt Jemima); Benton & 
Bowles, New York (Log Cabin 
syrup); J. Walter Thompson, Chi- 
cago (Swift & Co.), and Federal 
Advertising Agency, New York 
(Pan American Coffee Bureau). 


Columbia Names Peterson 
Thomas H. Peterson, formerly 
of John E. Pearson Co, radio-TV 
station representative, has been 
named manager of western (AM) 
sales development for Radio Sales, 
the radio-TV station representa- 
tive branch of Columbia Broad- 
casting System, New York. 


Daggett Names Sales Unit 
Wood, Fingard, Eaton Co. Ltd., 


of Toronto, has been named to 
handle all sales for Daggett & 
Ramsdel] (Canada) Ltd., beauty 

preparations 

Barbizon-Plaza to Miller 
Barbizon-Plaza Hotel, New 


York, has appointed the Arthur H. 
Miller organization there to han- 
dle its publicity and public rela- 
tions. 


Magazine Devoted 
ENTIRELY to 
GAS HEATING 


Write for Statistical Data 
HEATING PUBLISHERS, INC. 
17 E. 37th St., NEW YORK 16,N.Y. 
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GET THE POINT—At top is how Hill & 


ordinary illumination. But, at night, with black light reflectors working, the fencer 
seems to move. Alternate use of lighting gives impression of movement. At bottom, 
Kleenex tissue from the box, 
International Cellucotton is a leading user 


Little Lulu “pulls” another 
light reflectors on this outdoor panel. 
of this 


New York, July 25—More and 
more advertisers are turning to 
black light and are enthusiastic 
about the outdoor medium, accord- 
ing to Mark Seelen, v.p. of Outdoor 
Advertising Inc. 

Mr. Seelen said that many ad- 
vertisers are attracted by the simu- 
lation of motion made possible by 
a panel lit alternately by regular 
and black lighting. He gave 
examples the “moving” fencer seen 
on panels for Hill & Hill whisky 
and Little Lulu “extracting” a 
tissue from a box of Kleenex. 

“These panels heighten interest 
because the surprise element is 
somewhat mystifying to the pub- 
lic.” Mr. Seelen said. 


as 


e He cited Ward's bread 
enthusiastic 


as an 


nine markets since it 
first tried the painted bulletins 
in Chicago. Ward Baking is now 
the biggest advertiser using black 
light on a national basis, with 
about 70 units in New York, Chi- 


to eight or 


Named by Gaylord 


G. Gordon Hertslet has been named 
manager of customer ay swe relations 


and advertising of the Gaylord Con- 
tainer Corporation, St. Louis. He is 
one of 302,833 daily Wall Street Jour- 
nal readers from coast-to-coast. To 
reach men who are stepping up in 
business, advertise in America’s Only 
National Business Daily. 
( ADVERTISEMENT) 


Li” 
iLL’H ‘ LL 


' Aim for the best 
TL | Whiskey at its best 


More Black Light Being Used, Seelen Says 


| tive 


user of the medium, | ; 
saying the company has expanded | oe 
— ° | will be to direct 


| charge each month to the 60,000 


| Prendergast Joins KXOK-FM 


ILL 


Whiskey at its best 


Hill panel looks in daylight and under 


thanks to use of black 


medium. 


cago, New Orleans, Pittsburgh and 
other cities. 

Black light advertisers buy units 
usually on a three-year contract 
with cancelation privileges. The 
contracts call for three panel chan- 
ges annually. Mr. Seelen said 
black light is slightly more expen- 
sive than ordinary paint, but tha 
the panels “work all the dayligh 
hours and then, at night, provide 
added display and attraction.” 


Shaw Is Nielsen Exec V.P. 


Charlton G. Shaw, v.p. ir 
charge of client service of the 
radio-TV index division of A. C 
Nielsen Co., Chi- 
cago, has been 
elected an execu- 
v.p. of the 
company. His 
assignment 


sales and client 
service activities 
in radio and TV. 

A Nielsen em- 
ploye since 1934, 
Mr. Shaw was 
named v.p. in 
charge of client Cheriton G. Shaw 
service of Nielsen's food and drug 
index in 1938. He was named to 
his most recent post in 1945. 


Diners’ Club Plans New 
Magazine for Fall Debut 


The Diners’ Club, New York, 
national single credit card setup 
for night clubs, restaurants, hotels, 
and auto rental and floral serv- 
ices, will bring out a national 
magazine in September. Still un- 
titled, the publication’s ad rates 
have been set at $1.15 per agate 
line and $425 for an inside page. 

It will be distributed without 


members of the club. Non-mem- 
bers may receive it for $3 yearly. 


KXOK Reincorporates; 


The Star-Times Publishing Co., 
licensee of Station KXOK, St. 
Louis, has been reincorporated as 
KXOK Inc. The change was made 
necesssary by sale of the Star- 
8 to the Pulitzer Publishing 

0. 

B. M. Prendergast, formerly on 
the national advertising staff of 


the St. Louis Star-Times, has 
joined the sales department of 
Station KXOK-FM, St. Louis. 


Jack Sorrell Forms Agency | 

Jack Sorrell, formerly adver- 
tising manager of Lamson & Ses- 
sions Co., Cleveland manufacturer 
of bolts and nuts, has opened his 
own agency, Sorrell & Sons Co., 
Lakewood, O 


RUSSELL DAWSON 
FREDERICKSBURG, VA., July 24 
Russell Dawson, 47, on the adver- 
tising staff of the Fredericksburg 
Free Lance-Star, died here July 17 
of a heart attack. Mr. Dawson 
formerly was with the Union-Star, 
Schenectady, N. Y., and was ad- 
vertising manager of the Post, 

Jamestown, N. Y. 


GLADYS LAMAR 

MeEpForp, Ore., July 24—Gladys 
LaMar, program director of Sta- 
tion KMED for 20 years, died July 
17 following a brief illness. 


WALTER J. FLYNN 

CLEVELAND, July 24—Walter J. 
Flynn, active in the advertising 
and printing fields since 1911, died 
recently at his home in suburban 
Rocky River. 

Since 1933, Mr. Flynn had been 
regional sales representative for 
“uneo Press of Chicago. Previously 
Mr. Flynn was production mana- 


De- 
and 


ger for Campbell-Ewald Co., 
troit, and the Ad Service Co 
Fuller & Smith & Ross here 


FREDERICK HEIBEL 

CLEVELAND. July 24—Frederick 
E. Heibel, 79, formerly advertis- 
ing manager for the Nickel Plate 
Road, died Saturday in St. Luke's 
Hospital here 

Mr. Heibel, who went to work 
for the Nickel Plate before World 
War I, retired five years ago. He 
was a former president of the Rail- 
way Editors Assn. 


J. C. LEYENDECKER 
New Rocue re, N. Y., July 25 


Joseph C. Leyendecker, 77, com- 


mercial artist and illustrator, died 
here today. Mr. Leyendecker was 
widely known for his Saturday 
Evening Post covers and his post- 
ers for Arrow collars, Chester- 
fields and other producis. His Ar- 
row collar illustrations of clean- 
shaven, athle.ic young men cre- 
ated a type that enjoyed great 


vogue during the decade following 
the end of World War lI. 
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The Sun Shines Bright On PADUCAH--- 


@ $500 Million Atomic Plant Is Going Up. 
@ Two $88 Million Power Plants Are Rising. 
@ Bank Clearings Are Up 50% Over 1950. 


~ The Paducah Sun Democrat 


Paducah, Ky. 
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Tuwill Appoints Evans 

Tuwill Chemical Co., Los Ange- 
les, has appointed A. Evans 
Co. of that city to handle adver- 
tising of its Knoba car shampoo. 
Radio, television and newspapers 
will be used. 


Opens West Coast Office 
Simon Adhesive Products Corp., 
New York, has opened West Coast 


offices at 5225 Wilshire Blvd., Los 
Angeles, under the direction of 
Kenneth H. Martin. 


"~~ ALTHOUGH ONE 
DRAWING CONTAINS A 
FULL RANGE OF TONES, 
REPRODUCTION COSTS 
FOR BOTH ARE EXACTLY 
THE HE SAME WHEN 
MADE ON. 


‘CRAFT Ni 
DOUBLETONE 


Drawing Papers 


Unlike anything else on the 
market, Craftint Double- 
tone Drawing Paper con- 
tains 2 separate, invisible 
shading tones. These tones 
are instantly “brought up” 
by simply applying special 
fluids in only the places the 
artist wishes them. See Fig- 
ure 2. Finished art, although 
containing two tones of 
gray plus black and white, 
still reproduces as straight 
line work. This, of course, 
means a big savings in re- 
production cost. Craftint 
Doubletone papers are avail- 
able in 17 different patterns 
to accommodate drawings 
for same size or standard 
reductions. 

Write today for pattern 

chart and further informa- 

tion. Craftint Doubletone is 


sold by your local Craftint 
dealer or direct, 


THE CRAF) TINT MANUFACTURING CO. 


1227 ast 152nd Street « Cleveland 10, Ohio 


| er 


Southern California 
Broadcasters Join 


in Radio Promotion 


Los ANGELES, July 24—The 
Southern California Broadcasters 
Assn. has launched an ambitious 
promotion campaign to sell radio 
listening to the Southern Califor- 
nia audience, and the size of that 
audience to both local and national 
advertisers. 

The group is comprised of 58 ra- 
dio and television stations, from 
San Luis Obispo to San Diego, and 
inland. It has been telling its “big- 
gest radio bargain” story locally 
aS a group for some time, and is 
now preparing to send managing 
director Robert J. 
east in September with it to New 
York, Chicago and other centers. 


advertisers is a presentation o* 
facts and statistics. Samples: huge 
| population gains in recent years 
| greatest number of radio homes in 
| history; more automobiles (75% 
have 


McAndrews | 


The backbone of the campaign tc | 


radios) in Southern Califor- | 


|nia than in all but six complete | 


states; Los Angeles area 
in the nation, but rates are low- 
than the eight next smaller 
markets. 

The campaign will deal in terms 
of “today” and cost per thousand; 
no comparisons will be made with 
other media, or with radio in the 
past. 


s In Southern California, member 
Stations will use their own air 
time, written promotion, and sales- 
men’s calls to tell the basic radio 
story, concentrating on specific 
subjects for two-week periods ac- 
cording to a master schedule 
Salesmen's committees, represent- 
ing groups of competitive stations, 
will call on advertisers and agen- 
cies with a basic presentation. 

Mr. McAndrews will work in the 
East with station representatives to 
give the same presentation. Rep- 
resentatives’ committees will be 
asked to set up a schedule of 
agency and advertiser calls 
him, accompanied by several rep- 
resentatives of competing stations. 

Locally, the campaign wil] have 
three phases. On the air, stations 
will use spot announcements of 
varying lengths. In print, stations 
will use spot copy on _ postage 
meters, and as postscripts on rou- 
tine station correspondence. Trade 
advertising, direct mail and pub- 
licity releases will be used. 

Sales presentations will be given 
to more than 200 salesmen em- 
ployed by members, plus their sta- 
tion representatives. All sales per- 
sonnel will be given a 100-page 
mimeographed “bible” of sales 
facts at an indoctrination dinner 
to be held at the end of July. This 
material will be supplemented 
with weekly bulletins. In August, 
an all-day clinic on how to use 
radio more effectively will be 
staged by the association, 


UP to Promote L. A. 


Los Angeles will be boosted as 
the top industrial and marketing 
area in the West, and a logical site 
for new industries, by the Union 
Pacific Railroad in ads to appear 
in September issues of Fortune, 
Nation's Business, Dun's Review, 
Banking, Business Week and Har- 
vard Business Review. 


KLAC-TV Buys ‘Willie’ 

Station KLAC-TV, Los Angeles, 
has purchased 26 episodes of the 
puppet television series, “Willie 
Wonderful,” from Scott, Dumont 
& Lowman, sales representatives 
for Bracken Productions, Holly- 
wood. The show is being offered 
in other markets 


BBB Group Names Roberts 


Thomas C. Roberts, executive 
assistant on the staff of the Assn. 
of Better Business Bureaus, New 
York, has been named public re- 
lations director. 


is third | 


| Quaker 


for | 


DISCUSS AIR TOUR—Gerald Seaman (right), account executive of Bert S. Gittens 


Advertising, Milwaukee, agency for Allis-Chaimers Mfg. Co., 
Na ional Farm and Home Hour over NBC, discusses with Everett Mitchell, 


which sponsors the 
m.c. of 


the program, the countries they will cover in a five-week air tour of Europe and the 
Middle East to study the international Farm Youth Exchange program. 


Publicity on Men’‘s 
Styles Will Have 
Philadelphia Test 


PHILADELPHIA, July 
City will be the “pilot” 
city for a test campaign to sell 
men’s style trends to the consum- 
er. 

The fall campaign will be built 
around a publicity drive through 
radio, television, fashion pages in 
the newspapers and coordination 
with retail stores here. 

It will be supported financially 


by the International Assn. of 
Clothing Designers and men’s 
clothing manufacturers. Although 


retailers and business houses will 
be asked to cooperate, particularly 
in publicity, they will not be asked 
to spend money to support the 
drive. 

Dates for the test publicity cam- 
paign have yet to be set. L. Daniel 
Blank, of L. D. Blank Associates, 
New York, said the entire eam- 
paign will be built around an at- 


tempt to mold public opinion in 
connection with fashion news at 
the community level. Mr. Blank 


is a public relations counsellor and 
is executive secretary of the For- 
mal Wear Institute. 

If the Philadelphia test drive is 
successful, it will be established 
annually on a national scale 


Heads Coffin, Cooper 


John Landreth, general man- 
ager, has been elected president of 
Coffin, Cooper & Clay, the Los 
Angeles organization publishing 
Tele-Que, monthly television audi- 
ence analysis report in Los Ange- 
les and San Francisco. He fills 
the vacancy left when Joseph Cof- 
fin recently became research di- 
rector of Station KLAC, Los Ange- 
les. Before joining the research 
firm last year, Mr. Landreth was 
an associate professor at the Uni- 
versity of Nebraska. 


Rybutol Adds Newscast 
Vitamin Corp. of America has 
signed to sponsor Chet Huntley 
in a newscast to be heard Tues- 
days, from 5:30 to 5:45 p.m., on 
the ABC Pacific network. Rybutol 


will be promoted. Milton Wein- 
berg Advertising Agency, Los 
Angeles, is the agency. 


Roberts Bros. Names Poarch 
Donald O. Poarch, formerly art 
director of Meier & Frank Co., 
Portland, Ore., has been named 
advertising manager of Roberts 
Bros. department store, Portland. 


‘Newsweek’ Adds Couderc 
Albert F. Couderc, formerly ad- 

vertising manager of the Wall 

Street Journal's west coast edi- 


tions, has joined the San Francis- 
\ 


co sales staff of Newsweek. 


FTC Orders Ovaltine 
to Stop Excessive 


| Nutritional Claims 
~The} 


WASHINGTON, July 25—Wander 
Co., Chicago, must “stop misrepre- 
senting the therapeutic properties 
of Ovaltine,” under terms of an 
initial decision filed last week by 
a Federal Trade Commission tri- 
al examiner 

Wander is required to stop claim- 
ing that Ovaltine will correct vari- 
ous aspects of fatigue “unless such 
claims are limited to those cases 
in which the conditions are due to 
the milder forms of nutritional de- 
ficiencies.” Assertions that Oval- 
tine “will correct clear-cut defici- 
ency disease states” must cease, 
unless Wander success‘ully appeals 
the examiner's initial findings. 

Nor may Ovaltine be advertised 
as aiding digestion, preventing or 
mitigating colds, improving eye- 
sight beyond benefits from mak- 
ing up for lack of Vitamin A, or 
overcoming iron deficiency anemia. 


se In denying Wander’s right to 
cite statistics on the state of the 
country’s health and its vitamin 
and mineral intake, the FTC added 
a disclaimer that the company 


Is 
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not forbidden to draw upon cur- 
rent documents relating to nutri- 
tional matters issued by govern- 
ment agencies. 

The FTC's complaint against 
Wander was initiated May 18, 1945. 


1,001,874 TV Sets in L. A. 


Los Angeles now has 1,001,874 
television sets in its signal area, 
according to a survey by the Elec- 
tric League of Los Angeles Inc. 
The league, which formerly issued 
monthly reports on set ownership, 
has discontinued them in favor of 
special surveys, to be made period- 
ically. The total is based on certi- 
fied statements of sales from man- 
ufacturers and distributors. 


Weis Named ‘Globe’ V. P. 

Cc. Arthur Weis, treasurer of 
Globe-Democrat Publishing Co., 
St. Louis, has been elected to the 
additional post of v. p. 


Anastasia to Campbell-Mithun 
Bernard Anastasia, formerly 
with Ruthrauff & Ryan, has 
joined the Chicago office of Camp- 
bell-Mithun as art director. 


Superm2arketers to Meet 

Super Market Institute will hold 
its annual midyear meeting Dec. 
2-6 at the Hollywood Beach Hotel, 
Hollywood, Fla. 


P out “ ‘ 

Consolidated 

READS FOR YOU © practically 

all the daily and over 6000 

weekly English language news. 

papers. No wonder so many 

depend on us year after year 

for reports on products, persons, 

events. We've been doing this 

for 65 years and can do it for 

you. It costs very little. 
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FTC's Lawyers Greatly Qutnumbered : 
As Soap Ad Allowance Hearing Opens | a 


(Continued from Page 1) 
hibits into the record had been 
wasted because P&G would have 
willingly supplied the exhibits if 
the FTC had so requested. 

To this Mr. York replied, 
promptly, that Mr. Royall’s tactics 
during the morning would indicate 
otherwise. 

In the afternoon, other A&P 
employes, as well as the assistant 
secretary of Gristede Bros., were 
on the stand, and Mr. York fol- 
lowed the same procedure to get 
the same type of contracts entered 
into the record. 


@ The present hearing will run 
until Aug. 1, at which time Ex- 
aminer Kolb must go to Washing- 
ton for another hearing. It looks 
like the trial will be a long one, 
because no one questioned by AA 
seemed to know when the hear- 
ings would be resumed. Attorney 
York imagined that the hearing 
would be resumed before the end 
of the year, possibly sooner. 
Between now and Aug. 1, the 
commission has scheduled 29 wit- 
nesses, none from the soap com- 
panies, but if current speed is any 


evidence, it’s highly doubtful that | 
all the witnesses will be heard! 
by then. AA learned that included 
among those the commission sub- | 
poened were others from the gro-| 
cery companies mentioned: Peter 
Reeves Markets Inc., Thomas 
Roulston Inc., as well as at least! 
15 retail newspaper advertising| 
managers from the New York 
area. 
@ One of the defense tacks which | 
the soap companies will prob- 
ably take became evident during 
the cross-examination proceedings, 
as Mr. Royall directed questions | 
to the witnesses which pointed up| 
the many people and expenses in- 
volved in advertising programs 
engaged in by the large grocery 
companies. 

If proceedings so far are any} 
indication, the commission is go- 
ing to have a battle in order to! 
get a favorable decision. 

As each exhibit was introduced 
by Mr. York, the platoon of legal | 
minds representing the soap com- | 
panies got into a huddle, usually | 
came up with points that delayed | 
acceptance of the evidence, and in 
some instances succeeded in get- 
ting the proposed exhibit rejected 
as evidence. 

One such piece was an alleged 


contract between P&G and Gris- 
tede Bros., which purported to 
show the advertising rebate 


granted the grocery chain by P&G. 
Attorneys for P&G succeeded in 
having the exhibit denied on the 
grounds that it was not detailed 
enough to be valid. 


s At another time, the proceed- 


Clothing Makers Will Use 


ings became almost farcical as the 
counsel for P&G magnanimously | 
volunteered to furnish the FTC 
with the second half of a contract 
which it needed to make one ex- 
hibit complete. The commission’s | 
case appeared to be suffering from | 
incomplete preparation, and at one 
point Examiner Kolb so admon- 
ished Mr. York. | 

Mr. York later told AA that “as 
usual” the commission is handi- | 
capped by insufficient personnel. | 
In fact, he said, this hearing was | 
one of the few times that he was} 
able to have so much as one as- 
sistant in court, who could go out) 
to call witnesses as they were 
needed. Ordinarily, he explained, | 
he is the only FTC attorney in! 
court. 


e The FTC’s trial attorney, 
slightly-built, soft-spoken graying 


man in a three-button Navy blue| Hoyt Co., New York, is the present of the radio-video department of 


suit, had his troubles with Mr. 


oh 


Royall. Side-by-side, Mr. York's 
head came up to Mr. Royall’s 
shoulder, the latter being almost 
double Mr. York’s weight, and 
possessed of a rumbling resonant 
voice. 

Speaking of voices, hearing aids 
would hav. brought a premium in 
the courtroom, although it is 11 
floors above ground and had less 
than a dozen people in the specta- 
tors’ seats. But the combination of | 
noises from the street as well as| 
the factory across the street (all) 
eight windows were open in the 
hot courtroom), plus the subdued 
tones of Mr. York and the wit-| 
nesses, made hearing difficult. 


e Mr. Royall repeatedly inter-| 
rupted the proceedings to say he 
could not hear the testimony. At 
one time he asked Mr. York if 
“we can hear what you're talking 
about also,” and once suggested 
to Mr. York that he, too, move 
back from the witness stand so 
they “both could have as much| 
difficulty hearing the witness.” He 
frequently left his seat and 
walked to the witness stand where 
he stood right next to Mr. York as 
the testimony was being given. 

No sooner did Mr. Royall begin 
his cross-examination than Mr. 
York interrupted, “I’m sorry, Mr. 
Royall, I can’t hear you.” At this 
the courtroom snickered and an 
AA reporter thought he detected 
a grin on Mr. York’s face. 


e A few moments later Mr. York} 


| again couldn’t hear, to which Mr. 


Royall rumbled, “Well, I'm sure 
you can hear me,” to the accom-| 
paniment of laughter. 

A few seconds later, Mr. York 
said: “May I inquire what Mr. 
Royall is saying? I can’t hear him.” 
At this point his honor opined that 
he thought Mr. Royall could be 
heard out in the hall, and would 
Mr. York please not interrupt the 
proceedings any further? 

Mr. York, however, continued 
not to hear intermittently, al- 
though an AA reporter sitting near 
Mr. York could hear quite well. 

Questioned about this later, Mr. 
York told the AA reporter that 
although Mr. Royall spoke loudly 
most of the time, the P&G attor- 
ney suddenly lowered his voice 
to where it was almost inaudible 
whenever he asked a particularly 
important question. 

In the afternoon, there was just 
as much noise in the courtroom, 
and every one used the same tones, 
but the humidity had gone up and 
everyone managed to hear well, 
lethargy accomplishing what vol- 
ume could not. 


Wool Bureau Ad Materials 


Advertising and _ promotional 
materials provided by the Wool 
Bureau, New York, will be incor- 
porated in the national and retail 
advertising placed by the top men’s 
clothing makers, it has been 
agreed by the bureau’s men’s 
wear advisory committee and ad 
executives of member companies. | 

F. Eugene Ackerman, president | 
of the bureau, outlined the group’s 
activities in men’s and women’s 
wear promotion, advertising infor- 
mation, research and education. 
He pointed out that the bureau | 
recently opened a branch in Los 
Angeles in recognition of the ra- 
pidly increasing importance of the 
area from the West Coast to Den- 
ver and from Texas to Canada. 


Appoints Horton-Noyes 
Horton-Bristol Mfg. Co., Bristol, 
Conn., manufacturer of fishing} 
rods, reels, lines and golf equip- | 
ment, has appointed Horton-Noyes | 


8 Co., Providence, R. I., as its agen-| radio-TV package producer, has 


cy, effective Oct. 1. Charles W. 


agency. | 


|LeBlanc Rides Again! In 50—Cities—50! 


'ana’s best-known 


| Last year, he spent that much for 


} 


SEAGRAM’S CELEBRATES—It’s ao small table but there are big men seoted around 

it, at the recent Seagram Distillers convention of distributors in San Francisco. 

In the usual order are Jack Welsh and Fred Baldwin, Warwick & Legler occount 

executives; Samuel Youngheart, W&L v.p.; George E. Mosley, Seagram Distillers 

v. p.; Don Gibbs, W&L v. p.; John Malone Jr. and Roy S. Durstine, v. p. and presi- 
dent of Roy S. Durstine Inc., respectively. 


| 
LAFAYETTE, La., July 25—Louisi- 
state senator, 
Dudley LeBlanc, is about to take 
to the road again. The Hadacol ty- 
coon and parttime politician found 
barnstorming successful last 
year that he plans a much more 
awe-inspiring road show this year. 

The bigger and better show this 
year has a roster that lists Jimmy 
Durante, Milton Berle, Carmen 
Miranda, Rudy Vallee, Dick 
Haymes, Rochester, Minnie Pearl, 
Candy Candido, Jack Dempsey, 
Tony Martin, three bands and an 
assortment of hoofers, singers, 
jugglers and clowns. 


contests are scheduled for each | 
city and the winning contestants 
will be invited to join the tour 
and compete in a final judging at 
the end. 
so 
e Sen. Dudley will honor Hada- 
col’s home town of Lafayette with 
the first performance of the tour 
The caravan then will move on 
through Louisiana, Alabama, 
Georgia, South Carolina, North} 
Carolina, Virginia and West Vir-| 
ginia, northward through Illinois 
and then south through Mississippi | 
Valley states to Texas. } 
He promises that the “Hadacol 
good will caravan will be pre-| 
ceded by a powerful advertising 


@ The itinerary this year is so 
lengthy that not all of the talent 
will be able to play the entire tour, 
but Sen. Dudley has it fixed so 
a goodly assortment of the talent 
will be on deck at all times. 

To prove that this year’s show 
is going to be bigger and better, 
Sen. Dudley told the folks here 
that he’s going to spend a half 
million dollars for talent alone. 


Newspaper advertising, radio, 
television, window displays, multi- 
unit banner assemblies and exten- 
sive point of sale advertising will 
be employed. It will be a satura- 
tion schedule typical of Hadacol 
performances.” 

Admission fee this year will be 
two Hadacol box tops for adults 


the whole affair. 

The troupe will travel by 
“streamlined, air conditioned 
train,” and “Hadacol trucks” will 
meet them in every city for “the 
parade.” The parade, by the way, 
is only one of the features. Beauty 


Sherwin-Williams 
Plans Heavy Drive 
for Kem-Tone Paints 


latest twist to the promotion is the 
offer of a Shetland pony to the 
child in each city who manages to 
turn in the greatest number of box 
tops. Runners-up in each area will 
receive a bicycle and a $25 savings 
bond. 


Admen Preview New 
Illinois Survey 


Cuicaco, July 26—Illinois Daily 


Newspaper Markets unveiled its 
CLEVELAND, July 27—The Sher- sixth annual Illinois Consumer 
win-Williams Co. has planned one Analysis before 150 advertising 


of the most extensive fall adver- 
tising campaigns in the company’s 
history, according to C. F. Toll, 
general manager of national ad- 
vertising and publicity. 


here today. 

The study gives detailed infor- 
mation on sales and brand prefer- 
ences of more than 35 product 


Suner Kem-Tone and Kem-._§ classifications in 35 Illinois mar- 
Tone ads in four colors are schea- kets outside of Chicago. Each prod- | 
uled for consumer magazines, uct classification is covered in a 


separate booklet, which also con- 
tains store distribution informa- 
tion for each of the markets sur- 
veyed. 

C. E. Phillips, advertising di- 
rector, Rockford Morning Star 
and Register-Republic, 


Metropolitan Group and Parade, 
plus widespread b&w newspaper 
ads, television in selected areas, 
locally placed spot radio, and spe- 
cialized product promotion in 
more than 30 business papers 
Consumer magazines to be used 
include: American Home, Better 
Homes & Gardens, Country Gen- 
tleman, Good Housekeeping, Life, 
Living for Young Homemakers, | 
Sunset and The Saturday Evening | 
Post. Progressive Farmer and 
Successful Farming also are on the 


kets, and M. F. Batterton, general 
manager of the group, explained 
the purpose and function of the 
cooperative organization and out- 
lined the various types of assist- 
ance with which the association 


schedule. provides advertisers and agencies, 
Fuller & Smith & Ross is the @S well as the market potentialities 
agency. of the cities included in the organ- 


ization. 
Representative Unchanged 
Ward-Griffith Co. continues as 
national representative of the Daily | 
Mail, Charleston, W. Va. This was 
not made clear in an announce- 
ment by the newspaper last week 
that Arthur Hintz had been named 
national advertising representa- 
tive. Mr. Hintz has joined the pa- 
per’s ad staff. 


Kimball Names Ehrlich 
Arthur Ehrlich, independent 


Blankenship Joins Stewart 

Dr. Albert B. Blankenship, for- 
merly associate professor of mar- 
keting at Temple University, has 
joined Stewart, Dougall & Asso- 
ciates, New York marketing and 
research organization. 


Kaumagraph Names Stanton 


V. G. Stanton has been named 
sales manager of Kaumagraph Co., 
Wilmington, Del., lithographer. Mr. 
Stanton will continue as managing 
director of Kaumagraph Ltd., 

‘ Canada. 


been added to the creative staff 
Abbott Kimball Co., New York. 


and merchandising program.| 


and one for children. And the} 


and sales executives at a luncheon | 


president | 
of Illinois Daily Newspaper Mar-| 


‘Voice’ Budget 
Attack Stopped 
in House Fight 


(Continued from Page 1) 
other top-flight advertising men 
claim that the amount of money 
spent on evaluation of the Voice 
of America program is not exces- 
sive. They point out that it had 
been proposed to spend only about 
3% of the total budget of the pro- 
gram for evaluation and that ma- 
jor networks of this country and 


|}major radio advertisers spend at 
| least 


as high a proportion on 
audience surveys, market research 
and other evaluation techniques.” 


e Another member, Rep. William 
S. Hill (R., Colo.), criticised State 
Department for using commenta- 
tors from NBC and CBS. He noted 
that the Voice had paid Ben 
Grauer of NBC $680; Charles Col- 
lingwood (CBS) $900; Bill Downs 


(CBS) $100; Griffing Bancroft 
(CBS) $50; and Eric Sevareid 
(CBS) $50. 

“In this regard,” he said, “I 


should mention that CBS has the 
reputation of being, through its 


| so-called news programs, a strong 


supporter of the Truman adminis- 


| tration and of socialistic tend@- 


cies generally 
“CBS has been well treated by 
ithe Truman administration. It was 


| Columbia's color TV system that 


received approval of the Federal 


| Communications Commission 


| “Columbia stands to gain maly 
|}millions from this decision. The 
agency that handed down the d@- 
cision, the FCC, is of course the 
same agency that holds the pow@ér 
of life or death over radio stationg?” 


Air Force Survey 
Near Seattle Stirs 


Tempest in Coffeepot 
| (Continued from Page 1) 
soon, you will get a pound of Gold 
| Shield coffee free.” ; 
| At that point, Editor E. §&. 
Bramble of the weekly Issaqu@h 
Press, cut loose. Long-standing 
|foe of advertising leaflets, Mr. 
Bramble aired his views under the 
heading: “Do taxes buy advertis- 
ing?” 

Several days later, the Seattle 
Post-Intelligencer picked the story 
up and soon Air Force informa- 
tion men at the Pentagon were 
| hopping. 

What the test showed has not 
yet been announced. A spokesman 
|for the university said only that 
“people of the town enjoyed it; 
the results were favorable.” 


t 


Squibb Names Zimmerman, 
Transfers Colgate, Nehring 


E. R. Squibb & Sons, New York, 
has appointed D. R. Zimmerman, 
formerly manager of hospital in- 
stitutional sales, to the post of 
director of sales training. 

He replaces W. B. Colgate, who 
was named associate director of 
the division of product planning, 
to head product development for 
export. Fred Nehring, formerly 
professional service manager of 
the St. Louis division, succeeds Mr 
Zimmerman 


CBS-TV Appoints Blain 


Evart M. Blain, formerly of Free 
& Peters, radio-TV station repre- 


sentative, has been added to the 
CBS-TV network sales staff in 
New York. 


Sun Dew Appoints Wexton 

Sun Dew Corp., New York, has 
appointed Wexton Co., as agency 
for Sun Dew orange and grape 
drinks. A weekly campaign in 13 
New York area newspapers be- 
‘gins Aug. 2. 
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PHOTOGRAPHIC “= 
: REVIEW 


ANTROL KILLS ANTS 


in home and garden 


; (Hf 
He 
Z GIBBET—That’s where this gigantic ant winds up on many new os Angeles area. The signs reportedly “meet the particular 
painted bulletins for Antrol, a Boyle-Midway product, in the outdoor needs” of the area 
tor the” Miter” teat. ea, y 
S-LETTER MAN SPORT 
a . i i 
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4 " 
28 ’ > 7] 
£ ; B us” ‘be. 
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, ” = 
i” 7 
~ ' QUICKIE KIT—Pro-phy-loc-tic Brush Co. 
will use a color page in a December 
; issue of Life to plug this new miniature 
RE SERVICE CENTER—Much use of window space and an electric spectacular $2.50 grooming kit, sized for women’s 
Ip the tire center to stand out in Dayton’s downtown business section. (Story on handbags. Lombert & Feasley, New York, 
Page 24.) is the agency. 


| 


FALL PROMOTION—The Zlowe Co., agency for Wings Shirt Co., New York, soys 

5 Ww that this color spread—part of Wings’ fall campaign—scheduled for the September 
3 issue of Esquire, is the most prominent use of a brand name ever seen in men’s 
N apporel advertising. In color, the word Wings seems ready for plucking from the 
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keep a cool business head! 


Wo. te sorse't hase 2 hole ” 
‘ ater denng fice He knows that parking vont 
. . oe honed office buloong 
> ‘ . He % ghway ample parking space will be awarhng 
ome a hem a . wre atiiac or MG there antl be 
e ats of packing space te delays” You too, Mr. Hard Oriwing 
- te ve Can eee a mde 
BOX 11434 “a ~ BOX 11434 
‘ . * ~~ aon (ot ern @ (ara 
; AT GAX JOB FORUM—Getting set for Gamma Alpha Chi’s annual job forum for 
a women graduates in advertising at the New York Advertising Club, July 17, were 
— THREE IN A SERIES—Something new in “for rent’’ ads is a newspapers in Los Angeles and San Francisco. The ad at the (left to right): Dinner speaker Walter Lowen, New York employment counselor; Mrs 
ne series being run by Tishman Realty & Construction Co., which right quotes the heads from the two preceding ones—Keep a Irene Fogel, ad director of Plastron Inc.; GAX national president Ruth Kinyon, re- 
is erecting @ large office building project in Los Angeles. These Cool Business Head, and Parking for Everybody—in the body of search director of Charles W. Hoyt Co.; Mary Jone King, public relations, Socony 
ads, the general design of which runs throughout the campaign, the copy. C. B. Juneau Inc., Beverly Hills, is the agency. Ac- Vacuum Oil Co., ond Allan Preyer, board chairman of Morse International and edu- 
ise are being used in the Wall Street Journal and metropolitan cording to the lessors, returns have been exceptional. cation chairman of the Advertising Federation of America 


OPERATION HELICOPTER—The picture at the left shows an isolated knoll, known as Laurel Hill, located ly the first operation of its kind, the helicopter (center picture) wos equipped with skids, special racks 
along the main line of the Pennsylvania Railroad between New York and Newark, N. J. Last November and fixtures for transporting tons of steel, angle iron, concrete and face panels—all carefully weighed 
a@ 30x120' Coca-Cola outdoor display sign located there was destroyed by a storm and had to be rebuilt. for balance. Material was trucked to a spot about half a mile from Laurel Hill and then flown to a 

: Mild winter weather made it impossible to carry materials across 1,500’ of sur di land to 30’ leveled patch on the rocky crag by the “flying boxcar.” The commanding view on the right, visible 
the knoll, so the &. C. Maxwell Co., Trenton outdoor company, devised “operation helicopter.” Reported- to highway and railroad travelers on one of the busiest tracks in the world, is the end result. 
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World leadership in advertising 


—bhased on results 


TOTAL ADVERTISING LINAGE 
PRINTED BY THE CHICAGO TRIBUNE 
SINCE THE END OF WORLD WAR II 
First 6 Months, 1946-1951 


14,382,255 17,335,920 20,982,941 
1946 1947 1948 


20,986,427 21,311,644 22,155,287 
1949 1950 1951 


ELLING OPPORTUNITIES in the Chicago market are at- 
tracting to the Chicago Tribune the largest volume of ad- 
vertising linage printed by any publication in the world. 

During the first six months of 1951, retailers, manufacturers, 
banks, real estate companies— all classes of advertisers including 
the general public—placed in the Chicago Tribune 22,155,287 
lines of advertising. 

This set an all time high in Tribune volume and was 345,342 
more lines of advertising than were printed by any other news- 
paper measured by Media Records. It was 12,373,956 more lines 
than appeared in any other Chicago newspaper during the first 
half of 1951. 

As shown by the above chart, advertisers have made increasing 
use of the Tribune since the end of World War II. On the basis 
of results, total advertising linage in the Tribune increased from 
14,382,255 lines during the first six months of 1946 to 22,155,287 
lines during the first six months of this year. 

This was an increase of 7,773,032 lines—practically double the 
gain of all other Chicago newspapers combined. 

In soliciting the patronage of Chicago Tribune readers dur- 


ing the first half of this year, advertisers invested more than 
$24,000,000.00 for their Chicago Tribune space. 


Consider the millions of transactions represented by this 
expenditure for advertising. 


Then consider that advertisers have given leadership among 
all newspapers in the world to the Chicago Tribune in four out of 
the five post-war years, 1946-1950—and gave it second place in 
the one year it was not first. 

This record suggests two questions which it may profit you to 
consider: 


1. Is your advertising budget adequate to your opportunities 
in the multi-billion dollar Chicago market? 
2. Are you utilizing your budget to take maximum advantage 
of the exceptional sales power of the Chicago Tribune? 
To get your full share of Chicago’s buying, ask your advertising 
counsel or a Tribune representative to work with you in drawing 
up a schedule of advertising designed to get you more business 


in Chicago. Tribune rates per line per 100,000 circulation are 
among America’s jowest. 


Cx7caGco [TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


ic. 
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Food Fair Earnings Up 


Food Fair Stores, Philadelphia, 
East Coast supermarke: chain, re- 
ports a 25% sales increase for the 
fiscal year ended April 28, with 
sales hitting $205,643,640 as against 
$164,625,893 for the previous year. 
Net income for the period was 
$4,709,889, or $2.14 per share of 
common stock, an increase in net 
earnings of 17.08% over the pre- 
vious year’s $4,022,778 and $1.84. 


Sobel, Harris Join Dunay 

Karl Sobel, formerly with the 
Chernow Co., and P. Jay Harris, 
previously with Frederick-Clinton 
Co., have joined the Dunay Co., 
New York agency, as art director 
and production manager respec- 
tively. 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 
Drvisien of 


py Ag ag mg Say 
900 Kibby St. Lime. USA 


Seeereet ey Yt he OF 


Westinghouse Gets 
Coveted Rights to 
Football Telecasts 


(Continued from Page 1) 
coverage, with the top contest in 
the East being televised on a mid- 
western hookup and a mid-west- 
ern game being aired on an east- 
ern hookup 

One Saturday—Several games 
carried over a few stations or over 
a single station 

Three Saturdays—No b&w 
permitted of NCAA games 

Meanwhile, General Electric Co., 
through Maxon Inc., has been lined 
up to carry CBS-AM’s “Football 
Roundup” this fall. Sponsored last 
year by Camel, this series included 
play-by-plays of several top con- 
tests throughout the country. 


CBS FOOTBALL COLOR 
TV OKAYED BY NCAA 


New York, July 26—Columbia 


TV 


Broadcasting System, which hith-| 


erto has been offering color TV 
fare of the sort not calculated to 
make b&w set owners feel they 
were missing anything noteworthy, 
this week took a step to correct 
that situation. 

Starting Sept. 29, CBS color will 
carry the top eastern college foot- 
ball games of the week. Nine con- 
tests will be included in the series, 
which was authorized by the Na- 
tional Collegiate Athletic Assn. 

Since the association will impose 
severe restrictions on b&w tele- 
vision’s coverage of football games 
in the coming season, the color 
schedule, in which Army, Navy, 
Notre Dame and North Carolina, 
among others, will participate, will 
give sports fans a real incentive 
for getting equipped for color re- 
ception. At the least this program- 
ming should spur the sale of adapt- 
ers to enable present sets to pick 
up CBS colorcasts in monochrome. 


DuMont Promotes Bergmann 


Ted Bergmann, the salesman 
who has handled some of DuMont 


Television Network’s biggest ac- 
counts, has been promoted to sales 
director of the network. He re- 
places Tom Gallery, who was 
named to direct DuMont’s sports 
activities. Mr. Gallery handled the 
negotiations for the recent Charles- 
Walcott bout, thus bringing major 
prize fights back to home TV. 
Appointed assistant director of 
sales was John H. Bachem, who 
has been on the network sales 
staff since August, 1949. 


ABC Gets 2 NBC Shows 
Aired for Bristol-Myers 

Sales coup of the week was exe- 
cuted by American Broadcasting 
Co., which sold Bristol-Myers Co. 
on switching the radio version of 
“Break the Bank” (30 minutes, 
three mornings weekly) and “Mr. 
D. A.” (Wednesdays at 9 p.m. 
EST) from NBC to ABC in the fall. 

ABC also will get video's “Mr. 
D. A.” when the show premieres in 
September. Doherty, Clifford & 
Shenfield handles the giveaway 
and Young & Rubicam places “Mr 
D. A.” on radio. An agency has not 
been selected for the TV version 
of the latter program yet. 


Romance 
Magazines 


4081 (0 


You need BOTH kinds of magazines 
to sell the WHOLE market! 


Are you betting a// your advertising dollars that women will buy the big 
Service magazines or Weeklies ? 


Service 
Magazines 


If so, you're risking a lot: For every month women buy almost 9 million copies 

of Romance magazines. And at the newsstands—MORE WOMEN BUY 

TRUE CONFESSIONS THAN ANY OTHER WOMAN’S MAGAZINE EXCEPT 
THE LADIES’ HOME JOURNAL. 


re “~~ 
-onfessions 


YORK + CHICAGO DETROIT _ 
ANGELES + SAN FRANCISCO 


What’s more, these young women don’t see your advertising in other kinds of magazines. 
Starch figures show, for example, that only about 10% of TRUE CONFESSIONS’ 


audience—2 million women, read any one of the Service magazines and less than 15% read Life. 


So, if you're out to sell the whole market, 
TRUE CONFESSIONS will deliver you a multitude 
of young families you can’t sell through the 


Service magazines or the W eeklies. 


AMERICA'S SECOND LARGEST SELLING 
WOMAN'S MAGAZINE AT THE NEWSSTANDS. 


Advertising Age, July 30, 1951 


Kellogg Corn Flakes 
to Burnett: Others 
Remain with K&E 


(Continued from Page 1) 

favor of Burnett. 

| Kellogg was reported to have 
invested slightly over $5,000,000 
in the so-called major media— 
newspapers, magazines, farm pub- 
lications, network radio and TV 
—in 1950. 

Kellogg today also canceled the 
Victor Borge show, which had 
been appearing Saturday nights 
at 7:30 p.m. EDT on the NBC-TV 
network, until it went on vaca- 
tion recently. In the fall, Kellogg 
will become a participating spon- 
sor, with Pet Milk Co. and Snow 
Crop Marketers, of the All-Star 
Revue (NBC-TV, 8-9 p.m. Sat- 
urday). The switch was made 
through K&E, which presumably 
will retain the show. When Bur- 
jnett products are featured, how- 
ever, that agency will probably 
handle the commercials, as has 
been the case in the past. 
| Burnett was also reported this 
| week on the verge of adding an- 
other important account—the food 
| division of an important advertis- 
er—to its client list, but negotia- 
tions had not been completed. 


C. W. Stokes Retiring 


C. W. Stokes, public relations 
officer for the Canadian Pacific 
Railway at London since 1929, and 
formerly of Montreal, has retired, 
ending a railway publicity career 
which began in 1907. G. K. Nield, 
assistant public relations officer 
since 1945, will replace Mr. Stokes. 


Jaeger Joins Ayer 

John G. Jaeger, formerly assis- 
tant sales manager of Revlon Prod- 
ucts Corp., has been named west- 
ern field supervisor of Harriet 
Hubbard Ayer Inc.. New York 
manufacturer of toilet prepara- 
tions. 


Anderson & Cairns Named 
A.P.W. Products Co., manufac- 
turer of Onliwon paper towels and 
other paper products, has appoin- 
ted Anderson & Cairns, New York, 
as its agency. William B. Reming- 
ton Inc. is the previous agency. 


Northwest Air Names Two 

| Northwest Airlines, St. Paul, 
has promoted Charles R. Hussey 
to manager of agency sales, and 
William M. Hansen to the newly 
created post of manager of in- 
ternational sales. 


DONT OVERLOOK. 
THE LARGEST UNIT 
_ OF CIRCULATION 
IN THE SOUTH ! 


| 


GRIER’S 


ALMANAC 


2,000,000 in 1952 
Guaranteed and Audited 


@ Bionkets the Rural 
Virginia to Texas. 


South from 


Published without interruption for 
145 yeors. 


Readership is intense and loyal. 


Every advertisement next to edi- 
torial matter. 


Stays in the home the year ‘round. 


Write, wire or phone for 
rotes, closing dote and 
detailed information 


GRIER’S ALMANAC 
76 Central Avenue, S.W. 
Atlanta, Georgia 
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DISCUSS THE FUTURE—Clyde Rapp (left), advertising monoger, Hamm Brewing 

Co., and Odd Moe (center), Hamm sales manager, were talking about Hamm's 

future plans with Edward R. Murrow, whose CBS newscasts Hamm sponsors, when 
this picture was taken in St. Paul. 


Better Business Group Offers Aid to 
Direct Sellers Hit by High Court Rule 


New York, July 25—A five- 
point program for “surviving the 
blow” dealt by the Supreme Court 
recently against direct selling (AA, 
June 6), was suggested here by 
the National Better Business Bu- 
reau. The bureau sees the follow- 
ing as “necessary steps”: 

1. Establishment of a coopera- 
tive program uniting all direct 
sellers. 

2. Adoption of a voluntary code 
of ethics banning “unfair, decep- 
tive and annoying practices” and 
which assures the public of satis- 
faction in its purchases. 


e 3.A means of enforcing the code. 

4. Support of a model ordinance 
regulating direct selling which will 
“give the community the protec- 
tion to which its citizens are en- 
titled, against any solicitors who 
abuse their privilege. 

5. Conducting an extensive edu- 
cational program to prove to all 
that the industry is performing 
in the public interest and merits 
public support. 


FULLER BRUSH 
TO STAND PAT 

HARTFORD, CONN., July 26—-The 
Fuller Brush Co. plans to do noth- 
ing at all about the recent Supreme 
Court ruling affecting direct sell- 
ing. 
“Fuller is going along just as 
if nothing happened,” according 


to J. E. Allen, advertising mana- 


ger. He told AA that “the less said | 


about the high court decision, the 
better for the industry.” 


@ Meanwhile, in New York, Ha- 
rold O. Hanlon of the National 
Assn. of Magazine Publishers, said 
a series of meetings with repre- 
sentatives of the National Assn. of 
Direct Selling Companies, book 
and Bible publishers, and roofing, 
insulation and siding associations, 
had resulted in plans for a co- 
operative program. He said a 


working committee has been named 


to plan strategy at the local level 
and to oppose proposed ordinances 
which would prohibit or hand- 
cuff direct selling. The cooperative 
program, he went on, includes 
plans for the revision of the “mod- 
el ordinance” long advocated by 
the NAMP to cover all direct sell- 
ers. 

Arch Crawford, president of the 
NAMP, said no changes had been 


made in the central registry setup | 


because of the Supreme Court de- 
cision. He went on to explain, 
however, that publishers have de- 
cided to impress communities that 


the industry's self-policing is ef-| 
fective and that “it is sufficient to | 


regulate rather than prohibit.” 

He said the publishers desire to 
show their willingness to cooper- 
ate with communities on direct 
sales problems. 


NBC Radio Chimes 
Spot Still Cooking; 
Two Ready to Sign? 


New York, July 27—National 
Broadcasting Co. this week was 
still considering the possibility of 
selling a six-second spot within 
the famous NBC radio chimes. 

This idea was proposed to the 
network by Foote, Cone & Belding, 
which had an option on the time 
and will, presumably, have a voice 
in its sale. 

The agency has been interested 
in getting all the spots for a single 
client as a new kind of saturation 
radio. However, NBC sales execu- 
tives believe it would be better to 
break the package up among sev- 
eral companies if the proposal suc- 
ceeds in getting station and top 
management approval. 


se So far the few affiliates with 
whom the plan has been informal- 
ly discussed, have been extreme- 
ly enthusiastic. NBC is giving “very 
serious consideration” to the proj- 
ect as a means of infusing new 
money into and sparking adver- 
tiser interest in network radio. 
Among the questions which 
NBC must resolve before opening 
up this new time to advertisers are 


the three following items: 

1. Is it a good thing for the net- 
work to let advertisers become so 
closely associated with the “unique 
trade mark?” Will it lower the 
dignity of the well-known chimes? 

2. How will the majority of the 
affiliates react? 

3. If the plan is approved, what 
should be the cost of the time? 
How much of the package should 
be made available to a single ad- 
vertiser? 

Though still in the formative 
stage, NBC’s proposed chime spots 
already are attracting lively ad- 
vertiser response as the word was 
noised around. Among the admit- 
tedly interested companies: Lever 
Bros. and American Tobacco Co. 


WU Services to United 
Western Union Services Inc., a 
Western Union Telegraph Co. sub- 
sidiary recently formed to install 
and service television sets, has 
appointed United Advertising 
Agency, Newark, to handle its ac- 
count. Media to be used include 
newspapers and television. 


Bedell's Names Amelda Hoy 

Amelda Hoy, formerly with 
Richard G. Montgomery & Asso- 
ciates, Portland, Ore., agency, has 
been named advertising manager 
of Bedell’s store, Portland. 


Last Minute News Flashes Ad Council Tells 


American Vitamin Associates to Schwimmer & Scott 
Los ANGELEs, July 27—Schwimmer & Scott, Chicago, has opened an 
office at 6381 Hollywood Blvd. here, following its appointment as agen- 
cy for American Vitamin Associates, which reportedly has a $5,000,- 
000 budget this vear. Counselors, Hollywood agency which had the ac- 
count, has been dissolved, and its head, Frank Miller, has been named 
executive v. p. of S&S. Ken Barton, formerly assistant to AVA’s presi- 
dent, G. S. Johnson, becomes West Coast manager for Schwimmer. Bud 
Lewis, AVA promotion manager, and Jerry Hill of Counselors also join 


S&S. The change 


was made to gain 


“adequate” agency representation 


as the company moves toward national distribution 


FC&B Added as Third Atlantis Sales Agency 


Rocuester, N. Y., July 27 


Atlantis Sales Corp., selling group for the 


R. T. French Co. (mustard extracts, bird seed, sauces, spices, etc.), has 
named Foote, Cone & Belding as one of its three agencies. The other 
two—J. Walter Thompson Co. and Richard A. Foley Advertising Agen- 


cy, Philadelphia 


have served Atlantis more than 30 years. Allocation 


of products will be announced later. 


Hollander Promises Largest Program for Furs 


Newark, July 27—A 


Hollander & Son, fur dver, has launched “the 


biggest advertising and publicity program ever put behind furs in na- 
tional magazines and newspapers.” Hollander furs will be promoted in 
August and fall and winter issues of Charm, Glamour, Harper's Bazaar, 
Mademoiselle, Town & Country and Vogue. Between 20 and 25 retailers 
will tie in with the campaign with paid space in fashion magazines, and 
about 1,500 retailers will use newspapers. Grey Advertising, New York, 


is the Hollander agency. 


Philco May Curtail 2nd Show; Other Late News 
e@ Philco Corp., Philadelphia, which already has cut one of its net- 
work TV shows, “Don MeNeill’s TV Club” (ABC) to a semi-monthly 


schedule for next fall, 
“Philco Playhouse” 


vertising Co. 


is debating a similar cutback for the other, 
(NBC). Both shows are handled by Hutchins Ad- 


@ Louis W. Haas, president of W. E. Long Co., Chicago, bakery service 


organization, has been elected chairman of the board of directors 


He 


succeeds W. E. Long, founder of the company, who has resigned (AA, 
July 9). E. Elmer Hanson, formerly executive v.p., has been elected 


president. 


e All four editions of Time International have announced rate in- 
creases, to start next January. The new b&w page rates and the old 
ones in parentheses are: Time Canadian, $900 ($720); Time Atlantic, 
$700 ($600); Time Latin America, $600 ($550), and Time Pacific, $500 
($440). Time International is now offering discounts for multiple-edi- 


tion advertisers, as follows: 2% 


discount tor two editions; 4% 


off for 


three editions; 5% off for four editions. These discounts are additional 
to the established frequency discounts. (Other magazine rate changes 


reported on Page 4.) 


e Edwin B. Stern, previously merchandising manager of Esquire and 
Coronet, has joined Spectrum Fabrics Corp. as director of advertising 
and sales promotion. Beginning with the September issue of Better 
Homes & Gardens, Spectrum will launch a joint promotion with United 
Wallpapey Co., Chicago, for matching wallpaper and fabrics. The two 
companies will sell each other's products in their outlets. The Chernow 
Co. is Spectrum’s agency and MacFarland, Aveyard & Co., Chicago, 
is handling United's end of the campaign 


e George H. Poland, manager of the Montreal office of Young & Rubi- 


cam Ltd., has been appointed a v. p 


e General Mills, Minneapolis, in its report for the fiscal year ending 
May 31, lists earnings of $11,520,508 compared with $13,251,218 the 
previous year. Total sales were $435,947,827 as compared with $395,- 
835,000 for the year before. “Advertising” says a stockholder booklet, 
“will continue on the same level as before, with some increase to 


take care of new products and new 


|@ Harry B. Cohen Advertising Co., 
members and taken additional office space 


y activities.” 


New York, has added 14 staff | 


the expansion reflecting 


increases in billings, including the Lydia E. Pinkham account (AA 
July 2). Col. Howard Nussbaum, advisor to the Secretary of Defense, 
becomes radio and TV director; Stuart B. Smith, formerly v. p. of 
Young & Rubicam Ltd., Canada, becomes account executive. 


WPAT Hikes Rates, 
Cites Gain in Both 


Business, Listeners 


Paterson, N. J., July 26—Ef- 
fective Sept. 10, WPAT will in- 
crease its time rates, according to 
D. J. Wright, general manager 
of the 5,000-watt radio station 

As in the case of the present 
rate card, the same _ structure 
will apply to day and nighttime 
Charges for announcements will 
be raised 20%. Increases for five- 
minute to one-hour segments are 
so varied and so dependent on 
length of contract that the station 
said they could not be pegged at 
any general figure and character- 
ized them merely as “substantial.” 
The discount structure has been 
revised to give a greater incentive 


for long-term, six-a-week-con- 
tracts. 
In his announcement of the 


forthcoming rate raise, Mr. Wright 
said the station’s business for the 
first six months of 1950 is 115.7% 
ahead of last year. 


When asked if business 
very bad in 1950 or if 1951 
sensationally good Year for the 
station, Frank Tuoti, promotion 
director, described 1950 as a “nor- 
mal year” and chose to let the 
1951 figure speak for itself. 

He quoted Pulse findings to 
indicate that WPAT's total audi- 
ence for the first three months of 
1951, compared with the corre- 
sponding period in 1950, gained 
25%. 


was 


is a 


Necco Promotion Announced 

New England Confectionery Co.. 
Cambridge, Mass., will run an in- 
tensive consumer campaign for the 
seventh consecutive year plugging 
Necco candies. Collier’s, Look and 
three books in the National Comics 
group are on the schedule. Total 
advertising and promotion budget 


will be about $300,000. C. J. La- 
Roche & Co., New York, is the 
agency. 


Campbell Labs Appoint Seelig 


Campbell Laboratories, St. Louis, 


has appointed Seelig & Co, St 


Louis, to handle advertising of its 


Campbell insect spray. 


Plan to Promote 
Defense Bonds 


WasnHINncTon, July 27—A huge 
new bond drive, beginning Labor 
Day and carrying through Oct. 27, 
will again see “the forces of ad- 
vertising mobilized by the U. S. 
Treasury Department.” 

In announcing the nation’s first 
Defense Bond Drive, Elihu E. Har- 
ris, director of advertising for the 
savings bond division of the 
Treasury Department, called ad- 
vertising the “miracle salesman 
in the bond program, both during 
the war and since.” 

He said the new drive would 
have as its theme, “Defense Is Our 
Job, Too.” The slogan will be: 
“Make Today Your D-Day—Buy 
U. S. Defense Bonds.” 


e Fairfax Cone, chairman of the 
Advertising Council and chairman 
of the board of Foote, Cone & Beld- 
ing, principal Treasury task force 
agency, made the following state- 
ment in connection with the cam- 
paign: 

“The advertising industry has 
rolled up its sleeves. Our theme is, 
‘Defense Is Our Job, Too.’ That's 
why I know you can depend @n 
the generosity and patriotism of 
the Advertising Council during the 
forthcoming Defense Bond Drive. 
Our nationwide facilities will com- 
pel action to ‘Make Today Your 
D-Day.’” 

Advertising agencies comprising 
the task force of the Advertising 


| Council for the Treasury Devart- 


ment include: 

G. M. Basford Co., business pub- 
lications and TV film spots; Camp- 
bell-Ewald Co. outdoor and 
graphics; Dancer-Fitzgerald-Sam- 
ple, radio network commercials; 
Foote, Cone & Belding, general 
1ewspaper and national magazigfie 
copy; Albert Frank-Guenther Law, 
financial advertising; Schwab & 
Seatty, direct mail and consumé@r 


literature; Schwimmer & Scott, ra@- 


dio spot announcements; and J. 
Walter Thompson Co., farm new§- 
papers and journals 


s Thomas H. Young, director 6f 
idvertising for the U. S. Rubber 
‘o., is the council coordinator. The 
Advertising Council will allocate 
ime and space in radio and TV, 
outdoor and transportation, and 
will feature the bond drive in its 
September mat service to news- 
yapers. 

Magazine publishers, headed by 
Sernard Barnes, Time Inc.; Albert 


E. Winger, Crowell-Collier, and 
| Frank Braucher, Periodical Pub- 
lishers Assn., have already ap- 


proved copy of Medal of Honor 
winners for use in September and 
October issues 

Special guest star programs, 15- 
minute transcriptions with stars 
of screen, stage and radio, have 
been scheduled for release to 2,800 
AM and FM radio stations. The 
outdoor industry is making 24- 
sheet plants available for sponsor- 
ship campaigns in addition to the 
Council-donated drive. 


@ The newspaper industry, with 
the help of retailers, is expected to 
develop its biggest peacetime pro- 
gram. The publishers’ committee 
is headed by Clark Howell, pub- 
lisher of the Atlanta Constitution 
The task-force agencies of the 
Advertising Council believe that 
“the most effective advertising 
copy is that which is patriotic in 
tone but combines self-interest 
sales reasons with patriotism.” 
The general newspaper ad series 
achieves the patriotic tone through 
testimonial copy from Gen. Ridg- 
way, Marguerite Higgins, Jimmy 
Stewart, Clark Gable, Eddie Can- 
tor, Gen. Eisenhower and others. 
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Roach Joins ]. R. Pershall 

G. Joseph Roach 
has been appoin- 
ted copy chief of 
J. R. Pershall 
Advertising Co., 
Chicago 

Before joining 
Pershall, Mr 
Roach was with 
Tatham-Laird on 
the Admiral 
Corp. account. 
Prior to that he 
was copy chief 
and product sales promotion man- 
ager of Hotpoint Inc., Chicago 


G. Joseph Roach 


McGraw-Hill Names Di Toro 

Frank Di Toro, formerly with 
Barron's, has been appointed At- 
lantic district representative for 
Welding Engineer, McGraw-Hill 
publication 


ABC Buys ‘Pacific Crusade’ 


American Broadcasting Co. has 
purchased for a half year the 
March of Time’s “Crusade in the 
Pacific.” The series of 26 half-hour 
shows will be offered to sponsors 
on a spot basis and will be avail- 
able over Stations WJZ-TV, New 
York; WENR-TV, Chicago; WX YZ- 
TV, Detroit; KECA-TV, Holly- 
wood, and KGO-TV, San Francis- 
co. Showing is scheduled for early 
fall. Sponsors of the series will 
receive the privilege of using a 
film of each program for 30 days 
after the telecasts for public rela- 
tions purposes. 


George Hurst Joins KCBS 

George E. Hurst, formerly with 
Clark & Associates, has joined 
Station KCBS, San Francisco, as 
national advertiser's representa- 
tive. 


Public Had Effect on House 
Voting on Price Controls 

WASHINGTON, July 26—The ad- 
ministration’s goal line stand on 
price control worked. The 10% 
rollback on beef was saved, and 
the most stringent limitations on 
pricing of manufactured products 
were defeated. 

Apparently it was a matter of 
timing. During the long debate 
which preceded final House action 


By STANLEY E. COHEN, Washing 
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pected to get two weeks ago. 
. e e 

The Senate finance committee 
hopes to clip a billion or two off 
the $7.2 billion tax bill passed by 
the House, but according to the 
Senate’s top Republican, Sen. Rob- 
ert Taft (R., O.), there will be a 
Editor bill. 

Finance committee members are 
price officials made sustained ap- not considering a federal sales tax 
peals for public support. at this time. However, Sen. Walter 

Eventually, House members be- George (D., Ga.), the committee's 
gan to feel the public was watch- chairman, says a sales tax is in- 
ing. It was almost possible to see evitable if federal spending in- 
the changes in sentiment as the | creases next year. 

House backed away from cost- + + e 
plus-pricing, and general bans on The Federal Communications 
rollbacks. Commission is still for FM. Chair- 

The final bill is considerably }™an Wayne Coy has written Josh 
less than officials wanted, but it is | Horne, WFMA, Rocky Mount, N 
considerably more than they ex-|C+ that there is no intention of 
. | turning FM’s valuable VHF fre- 


MORE HOME DELIVERY. There’s no place like home to start 


selling—and in 


delivers more than 


Washington, D. C. 
80°, of its 


The 
entire 


Star home- 
circulation. 


95° is within the ABC retail trading area. 


MORE HOMEFURNISHINGS ADVERTISING. National and local 
retail advertisers consistently place more homefurnish- 
ings lineage in The Star—leading “door to door” sales- 


man in the Nation’s Capital. 


No Matter How You Look at it... 


The Washington Star 


THE EVENING STAR 


BROADCASTING 


Evening and Sunday Morning Editions 


COMPANY 


OWNS AND 


Represented nationally b 

Lexington Ave., NYC 17; The John E 

Tower, Chicago 11. Member: Bureau 

ANPA Metropolitan Group, Audit Bureau of Circulation 


OPERATES STATIONS WMAL 


WMAL.FM AND 


| quencies over to TV. 

“The approximately 700 stations 
now operating in the FM band is 
real testimony to the strength of 
the service,” Chairman Coy said, 
“particularly when one considers 
that manufacturers do not make 
sets and none of them have car- 
|ried on continuously aggressive 
sales campaigns.” 

+ e 

Home builders are up in arms 
over expanded public housing con- 
struction despite materials short- 
ages. They point out that 42,300 
public units were started in June, 
compared with a total of 17,900 
in the five preceding months. 

Private building totaled a half 
million starts during the first half 
of 1951. While this was down 25% 
from 1950, it exceeded any other 
year on record, and was unexpect- 
edly high, considering credit rules 
of the Federal Reserve Board. 

+ om e 

House postal committee Chair- 
man Tom Murray (D., Tenn.) will 
have a rough time next week when 
his $125,000,000 rate increase bill 
is expected to reach the floor for 
debate. By order of the rules com- 
mittee, members will have com- 
plete freedom to introduce amend- 
ments. That means there will be 
a determined effort to pare down 
the 20-20-20 increase for publish- 
ers and to exempt many mail users 
from any increase at all. 

The rules committee turned 
thumbs down on Murray's request 
for a “gag” rule. That would have 
meant that the House would have 
to take the Murray bill—all or 
nothing. 

. e . 

The Senate votes next Friday on 
the McCarran bill (S. 719), speci- 
fying that sellers may not be pros- 
ecuted for meeting bona fide price 
quotations of competitors. 

Sponsors say they are merely 
reiterating the Supreme Court's 
decision in Standard Oil vs. FTC. 
But opponents—including Estes 
Kefauver (D., Tenn.), Paul Doug- 
las (D., Ill.) and Russell Long (D., 
La.)—claim S. 719 clears the way 
for basing point pricing and re- 
peals price discrimination sections 
of the Robinson-Patman Act. 

When the votes are counted, 
S. 719 will pass unamended. Com- 
panion legislation, now before the 
House judiciary committee, will 
eventually clear the House, 
though perhaps not this year. 


Webster-Chicago Goes TV 
Webster-Chicago Corp., Chicago 
manufacturer of phonographs and 
wire and tape recorders, has 
signed to sponsor a weekly 15-min- 
ute TV newscast over Station 
WNBQ, starting Friday, July 27, 
10:15 p.m. The 13-week contract 
was placed through Fuller & Smith 


O'Mara and Ormsbee, Inc., 420 & Ross. 
Lutz Co., 


Tribune 
of Advertising, WMAQ Sets 24-Hour Operation 

Station WMAQ, NBC outlet in 
Chicago, will start 24-hour opera- 
tion, Tuesdays through Sundays, 
beginning July 31. Except for a 
three-month period at the start 
of World War II, this will be the 
first time in WMAQ’s 29 years 
that it has remained on the air 
regularly all night. 


WMAL.-TV 
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New FCC Allocation 
Hearing Plan May 
Mean Early TV Thaw 


WasHincton, July 26—TV’s 
long freeze showed the first sign 
of a thaw today as the Federal 
Communications Commission an- 
nounced it is ready to permit sta- 
tions to operate with increased 
power. 

At the same time, FCC an- 
nounced the adoption of a pro- 
cedure to by-pass lengthy hear- 
ings which threatened to delay 
lifting of the freeze on new sta- 
tions well into 1952. 

The lid on station power was 
part of the order Sept. 30, 1948, 
when FCC froze all construction, 
pending an investigation of sta- 
tion interference. 

In announcing that it is ready 
to consider higher power for ex- 
isting stations, FCC said this in- 
itial relaxation of the freeze can 
be carried out without interfer- 
ing with the re-allocation of TV 
channels, now under way. 

Increases will be granted on a 
case-by-case basis, and will be 
subject to withdrawal in the event 
of future changes in the alloca- 
tion table, FCC said. 

The plan to shorten remaining 
discussion of the proposed plan for 
a new nationwide TV service in- 
volving 70 channels was proposed 
to FCC by the National Assn. of 
Radio and Television Broadcasters. 

While the procedure may still 
run into early 1952, the short-cut 
is expected to cut months off the 
proceedings. With more than 500 
firms planning to comment on the 
allocation plan, NARTB suggested 
that the comments be accepted in 
writing, instead of orally. 


e FCC accepted NARTB’s short- 
cut plan after spokesmen for sev- 
eral interested groups signified 
their willingness to cooperate, 
provided the way remains open 
for further oral hearings. 

As outlined today, FCC is ask- 
ing industry members to submit 


their comments on a _ timetable 
that would complete the record 
by Nov. 26. Unless further oral 


hearings are necessary, the com- 
mission would then be in a posi- 
tion to adopt the allocation in 
part or in whole, and to relax the 
construction freeze. 

One of the major issues will be 
the DuMont allocation plan, which 
provides more of the present VHF 
channels in major markets than 
the FCC plan. DuMont contends 
that VHF coverage of big mar- 
kets is essential if networks are 
to compete on an equal basis. 


e FCC’s allocation mixes VHF 
with channels in the new ultra 
high frequency band (UHF), on 


the assumption that “intermix” 
will stimulate the development of 
all-band receivers. 

In agreeing to the short-cut, 
FCC said it is “cognizant of the 
compelling need of concluding the 
proceedings at the earliest pos- 
sible moment. 

“It is keenly aware of the fact 


National Nielsen-Ratings of Top Radio Shows 
Week of June 17-23, 1951 
All figures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,886) (4.5) 
1 Lux Radio Theater (CBS) . 4,567 10.9 
2 My Friend Irma (CBS, Lever Bros.) 3,436 8.2 
3 Mr. & Mrs. North (CBS, Colgate) 3.394 8.1 
a Walter Winchell (ABC, Warner-Hudnut) 3,352 8.0 
5 Mr. Keen (CBS, Whitehall) . ° 3,352 8.0 
6 Godfrey's Talent Scouts (CBS, Lever-Lipton) 3,310 7.9 
7 You Bet Your Life (NBC, DeSoto-Piymouth) 3,268 7.8 
8 F. B. 1. in Peace & War (CBS, P&G) 3.268 7.8 
9 Your Hit Parade (NBC, Lucky Strike) 3,227 7.7 
10 Bob Hawk (CBS, R. J. Reynolds) 3,143 7.5 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,048) (2.5 
1 Beulah (CBS, P&G) .. swan 1,969 47 
2 One Man's Family (NBC, Miles Labs.) 1,886 45 
3 Club 15 (CBS, Campbell Soup) 1,802 43 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,718) (4.1) 
1 Romance of Helen Trent (CBS, Whitehall) 3,394 8.1 
2 Ma Perkins (CBS, P&G) ~ 3,310 79 
3 Arthur Godfrey (CBS, Liggett & Myers) 3,310 7.9 
4 Our Gal, Sunday (CBS, Whitehall) .. 3,227 7.7 
5 Big Sister (CBS, P&G) peone 3,185 7.6 
6 Wendy Warren (CBS, General Foods) 2,808 6.7 
7 Aunt Jenny (CBS, Lever Bros.) ... . .2,808 6.7 
8 Rosemary (CBS, P&G) ....... . 2,808 6.7 
9 Perry Mason (CBS, P&G) - . 2,598 6.2 
10 Pepper Young's Family (NBC, P&G) 2,514 6.0 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (754) (1.8) 
1 True Detective Mysteries (MBS, Williamson) . . 1,886 45 
2 Martin Kane (MBS, U. S. Tobacco) . 1,425 34 
3 Bob Considine (NBC, Mutual Benefit Insurance) 964 2.3 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,053) (49 
1 Armstrong Theater (CBS) re 2.724 65 
2 Stars over Hollywood (CBS, Armour) 2,682 64 
3 Grand Central Station (CBS, Pillsbury) 2,514 6.0 
Hooper TV Ratings 
Top 15 Sponsored Network Programs 
12 Cities in New York and Ohio: July 1-14, 1951 
C. E. Hooper Inc. 

Toast of the Town (Lincoln-Mercury, Racket Squad (Philip Morris, CBS) 20.6 
ese 25.6 Summer Theater (Westinghouse, CBS) 20.3 

Kraft Theater (NBC) 23.0 Somerset Maugham Theater (Tintair, 
Pabst Bouts (CBS) 22.8 ) 19.5 
This Is Show Business (Lucky Godfrey's Talent Scouts (CBS) 19.4 
Strike, CBS) 21.7 Philco Playhouse (NBC) 19.3 
Original Amateur Hour (Old Gold, NBC) 20.9 | Man Against Crime (Camel, CBS) 18.9 
Suspense (Auto-Lite, CBS) 20.8 | Lights Out (Admiral, NBC) 18.4 
Amos 'n’ Andy (Blatz, CBS) 20.7 | Big Town (Lever, CBS 184 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ended July 7, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Homes 

Rank Program (000) 
1 Colgate Comedy Hour (NBC) .. 4448 
2 You Bet Your Life (NBC, DeSoto) 4,150 
3 Philco TV Playhouse (NBC) 4,012 
4 Martin Kane (NBC, U.S 

Tobacco) ..... _— 3,818 
5 Amos 'n’ Andy (CBS, Blatz) 3,315 
6 Godfrey & Friends (CBS, Liggett & 

Myers) 3,278 
7 Original Amateur Hour (NBC 

Lorillard) 7 264 
8 Fireside Theater (NBC, P&G) 3,090 
9 Mama (CBS, Maxwell House) 3,072 
10 Big Story (NBC, Pall Malls) 3,050 


Program Popularity* 


Homes 

Rank Program (%) 
1 Colgate Comedy Hour (NBC) 418 
2 Big Town (NBC, Pall Malls) R 35.4 
3 You Bet Your Life (NBC. DeSoto) . 32.9 
4 Philco TV Playhouse (NBC) ...... 32.7 
5 Somerset Maugham Theater (NBC. 

Bymart) 32 
6 Amos 'n’ Andy (CBS, Blatz) . 31.4 
7 Film Firsts (CBS, Schiltz) 31.3 
8 Martin Kane (NBC, U. S. 

Tobacco) 31.2 
9 Fireside Theater (NBC, P&G) 30.0 
10 Mama (CBS, Maxwell House) 29.0 


*Per cent of homes reached in areas where program was telecast. 


that the interest of the people of 
the U. S. requires that television 
become available on a nation-wide 
scale at the earliest possible mo- 
ment.” 

NARTB had pointed out that 
many communities are without 
any local TV service, and that 
this unserved public “desires and 
deserves television service within 
the reasonable future.” 


Don Whitman Joins KGAL 

Don Whitman, formerly with 
Station KOIN, Portland, Ore., is on 
leave as operations manager of 
Station WJBK-TV, Detroit, to take 
over an interest in Station KGAL, 
Lebanon, Ore. 


Betteridge Adds Department 
Betteridge & Co., Detroit agen- 

cy, has created a new technical 

services department, functions of 


which will include the use of mo-| 


tion pictures and slide films, and 
the writing, staging and direction 
of sales conventions. 
Sutton, who 
the agency's radio and TV activi- 
ties, will head the new depart- 
ment. 


Bell Gets TV Net Contract 

The Canadian Broadcasting 
Corp. has awarded Bell 
phone Co. a five-year contract for 
providing television network serv- 
ice in Canada, linking Buffalo, N. 
Y., Toronto and Montreal. 
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The St. Louis Post-Dispatch, with the largest circulation of 
jany St. Louis newspaper, daily or Sunday, purchased the 
St. Louis Star-Times June | substantial increase in circula- 
15, 1951. Advertisers now get | tion is already being delivered, 
virtually complete coverage | there will be NO INCREASE 
of this important market with| IN ADVERTISING RATES 
one enlarged and better eve-| until the new daily circulation 
ning newspaper. can be determined accurately. 

The old daily circulation of | | Meanwhile, advertisers will 
the Post-Dispatch was 290,000 | receive A LARGE CIRCULA- 
(450,000 Sunday); the Star-- TION BONUS AT NO EX- 
| Times, 180,000 daily. While a| TRA COST by using the 


ST. LOUIS POST-DISPATCH 


First in Advertising for Fifty Consecutive Years| 
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